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easily the home laundry campaign of the Con- 

solidated Edison System of New York. De- 
tails of the plan are published elsewhere in this 
issue. This program is not only important, from the 
fact that the country’s largest utility is putting a tre- 
mendous force of promotion and advertising, with 
dealer cooperation, to sell home laundry equipment at 
regular prices. It is also significant in that once again 
a major utility turns to the washer and ironer for load 
building. 

While there are still important utility companies 
which promote the sale of the washer and ironer, it 
cannot be denied that utility interest in these devices 
is far less than ten years ago. The good will value of 
electric home laundry equipment is acknowledged by 
all utility men, but its value in load building is neglected 
and not considered worth major promotion. Yet, there 
is a very strong case for the washer and ironer as con- 
tributing substantially to domestic consumption of 
electricity. 

It is true that the estimate by the Edison Electric 
Institute on energy consumption gives the washer only 
twenty-four effective kilowatts per year and the ironer 
100. This estimate takes no account of additional 
domestic killowatts which home laundry is responsible 
for. Such, for instance, as the hot water load, the 
additional family meals on wash day, indoor drying 
and other devices that register on the electric and/or 
gas meters. 

A number of years ago when E. L. Hinchliff was 


Bas merchandising news of the month is 


chairman of the Ironing Machine Sub-Committee of 
the old Commercial Section, NELA, he had a study 
made in several properties of his own companies which 
disclosed the effect on added kw.hr. load of the use of 
a washer and ironer. This study in an analysis of the 
records of 115 customers showed an average increase 
of 204 kw.hrs. per year after the purchase of home 
laundry equipment. 

The Committee, therefore, was able to rate the 
washer and ironer, used in combination, as the fourth 
major load builder. Coming only after the water heater, 
range and refrigerator. These figures will still apply 
today, since with washers and ironers there have 
been no such design changes as have reduced consump- 
tion by the refrigerator. 


E believe it is important to revive these figures 

periodically and to point out to power companies 
that home laundry is a particularly profitable type of 
service. There seems to be no limit to the demand 
for electric washing machines. As for ironers, the 
market possibilities have hardly been explored. 

The ironer has lagged far behind other appliances of 
anything like an equal service to the home. It is hard 
to see why the ironer has never obtained the acceptance 
of such other domestic labor savers as the washer and 
vacuum cleaner, but the fact remains that it has not. 
As a load builder suitable for utility promotion, coop- 
erative campaigns and a goodwill product it offers a 
host of unexplored possibilities. 
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E. F. JEFFE, 


Vice president, Consolidated 
Edison System 


NE of the biggest home laun- 
dry equipment campaigns to 
be staged in the United States 


gets under way on September 1 when 
the Consolidated Edison Company of 
New York, fresh from its recent tri- 
umph of selling 130,000 vacuum clean- 
ers in a 120-day period, unleashes a 
drive to sell some 50,000 units of 
washers, ironers, dryers and sewing 
machines among 2,500,000 domestic 
electric customers. No quotas have 
been set in the campaign but it is 
expected to achieve a volume of 
$3,500,000 worth of business in a 60- 
day period. 

The drive was launched at a dinner 
meeting at the Hotel Astor in New 
York at which some 1,250 dealers, 
distributors and salesmen heard the 
details of the campaign from E. F. 
Jeffe, originator and guiding force 
of the now-famous ‘“Bargain-Pack- 
age” campaigns of the recent past. An 
indication of the manner in which the 
trade was rallying to the banners was 
given in the announcement that dis- 
tributors took more orders for home 
laundry equipment on the night that 
the drive was announced than they 
had taken in the entire year of 1939. 

And this in itself is surprising. New 
York City has never been looked upon 
as a leading market for washers and 
ironers. Refrigerators, yes. In the 
last campaign—the “Old  Ice-Box 
Round-up”—dealers and Edison em- 
ployees accounted for 86,000 sales. 
Small appliances, yes. Upwards of 
two or three hundred thousand irons, 
toasters and radios have been tucked 
into New Yorker’s apartments in the 
several efforts along the “Bargain- 
Package” line. Not to mention I. E. S. 
lamps of which some 600,000 have 
been sold in the past three years 
through the same medium. But these 
were all devices which fitted neatly 


into the two- and three-room “homes” 


of the apartment house dweller. Apart- 
ment house kitchens are designed to 
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YORK 


Consolidated Edison trains its campaign guns on selling 
$3,500,000 worth of home laundry equipment in a 60-day period 


More than twelve hundred 
dealers, distributors 
manufacturers’ represeato- 
tives end officials of all the 
system companies at © dinner 
where the plen wes a: 
nounced. Mome lcundry equig 
ment wos on display in 
corridors and adjcining 
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By Laurence Wray “7 


listed. The remaining items included 
as part of the campaign appliances are 
radios of which Crosley, DeWald, 
Fada, General Electric, Philco, RCA, 
Stromberg-Carlson and Westinghouse 
are listed and irons made by General 
Electric, Proctor, Samson, Sunbeam 
and Westinghouse. 

Terms for the duration of the cam- 
paign have been set at three years 
with monthly payments as low as $2 
and the 780 cooperating dealers of the 
power company have the finance plans 
of the National City Bank-Consoli- ) 
dated Edison Company available. Pur- 
chasers may buy either a single unit 
or all the items listed above and pay 
for them on a blanket contract ‘with 
36-month terms. 
As an added incentive, there will 

aa ie economists of the utility and the dis- 

tributors during the campaign and free 
installation and connection of the 
equipment to appropriate outlets. A 
realistic approach to the New York 
market is also indicated with a series 
of free training courses by the utility 


with modem 


HOME 
LAUNDRY 


ond 


| Type of advertising copy using big space in Metropolitan newspapers sé 0 N tL 0 F T 4 E M 0 S T C 0 N ST B U C T l V b 


| MOVES EVER MADE BY A UTILITY” 


be as compact as possible and, cer- 
tainly, no provision has been made 
for the inclusion of washers, ironers 
or dryers in their construction. 

And yet, even in the apartment 
house market there is a place for the 
washer and related laundry devices. 
The larger apartment houses, for in- 
stance, have utility rooms in the base- 
ment and the management has _ in- 
stalled batteries of washing machines, 
dryers and ironing boards for the 
tenants’ use or for the use of their 
maids. All the low-cost housing proj- 
ects such as the Knickerbocker Vil- 
lage, the Williamsburg and the Red 
Hook projects have had such laun- 
dries incorporated in the basement. 
Large apartment houses of the Lon- 
don Terrace and Castle Village type 
of building have seen to it that laun- 
dries were written in on the plans and 
that the appliances were provided. So 
that even the metropolitan New 
Yorker is looked upon in the present 
drive as a good potential prospect. 
Apartment house owners and manag- 
ers bought hundreds of thousands of 
refrigerators and ranges. Why not 
Washers ? 

Add to that the miles of two family 
houses in Brooklyn, the acres of pri- 
vate homes on Long Island, and the 


proponents of New York’s first big- 
intensive effort on home laundry 
equipment feel that they have plenty 
to shoot at. 


Campaign Details 


Unlike previous Consolidated Edi- 
son campaigns, the present “Breeze 
Through Washday” effort will confine 
itself to no single or packages of items. 
No prices will be set by the utility and 
no one or two manufacturers models 
will be featured. Manufacturers are 
free to set their own prices and con- 
duct their campaign through their or- 
ganized distributor-dealer channels. 
There are thirteen washer manufac- 
turers whose products will be featured 
on Edison Company show room floors: 
ABC, Apex, Bendix, Crosley, Easy, 
General Electric, Hotpoint, Kelvina- 
tor, Maytag, 1900 Corporation, Norge, 
Universal, Westinghouse. Ironing ma- 
chine manufacturers include: ABC, 
Apex, Easy, General Electric, Iron- 
rite, Kelvinator, Maytag, Simplex and 
Westinghouse. Sewing machines are 
included as related home laundry 
equipment and the following are 
represented : Free-Westinghouse, 
Graybar and White. General Electric 
dryers (electric) are the only dryers 
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By W. Neal Gallagher, President 


Americon Washer and Ironer Manufacturers Association 


"One of the best features of the Consolidated Edison drive 
is the fact that it is built around the whole big idea of correct, 
modern home laundering, instead of just a cry of ‘Buy a washer!’ " 
said W. Neal Gallagher, president and general manager of the 
Automatic Washer Company, Newton, lowa, and head of the 
American Washer and lroner Manufacturers’ Association, com- 
menting on the September-October campaign to dramatize house- 
hold laundering equipment sales in the Consolidated territory. 

"Promoting the whole thought of up-to-date home laundering 
is a considerably more progressive attitude than that of merely 
selling just a piece of equipment. It leads the homemaker to 
take an entirely new viewpoint of the washing subject in her house, 
to the advantage of all concerned. 

"Consolidated Edison's move will convince many women that 
although it may not be at all feasible for them to set up an 
up-to-date planned laundry in their present quarters, they should 
at least discard their old inadequate equipment and turn the 
washing-ironing job in their homes over to the greatly improved, 
up-to-date equipment so easily available today. 

"This is one of the most constructive moves ever made by any 
utility. It should be the cue for many other utilities, which thus 
far have failed to recognize the washer for its importance in sell- 
ing the electrical idea, to sponsor similar programs in their own 
territories." 
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New York's many racial groups 
will have their own people to sell 
and demonstrate. This young 
Chinese college graduate does a 
fine job in Chinatown. 


for domestic servants. Those servants 
completing the course satisfactorily 
will be given degrees qualifying them 
as “home laundry technicians”. Mr. 
Jeffe pointed out in connection with 
the training of domestics that the cer- 
tificate of performance given upon 
completion of the training course 
should have a real value to the servant 
when seeking employment and _ that 
housewives would look upon them as a 
virtual recommendation when engag- 
ing help. 
So much 
drive. 


for the outlines of the 
The important factor in previ- 
ous Edison campaigns has been the 
extent and the enthusiasm of the 
dealer participation under the “bonus 
pool” arrangement on sales made by 
Edison employes. In the “Bargain 
Package” campaigns, the utility did 
the purchasing, set the price and the 
terms and delivered the merchandise 
to the customer. Dealers maintained 
displays, bought at the same cost price 
regardless of their size or influence 
and collected the profit from their 
own sales and from the “bonus pool” 
set up from the sales of utility em- 
ployes. 

This bonus pool will be in effect 
again in the present home laundry 
equipment drive and indications point 
to the fact that participating dealers 
are strongly in favor of the arrange- 
ment which works as follows: 

All profits from sales by Edison 
employes are set up in a separate fund 
from which is deducted three per cent 
for the employee making the sale and 
three per cent (of the sale price) for 
the usual financial reserve. At the 
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end of the campaign the fund thus 
collected (and at the end of the recent 
cleaner package campaign it amounted 
to a cool $500,000!) is apportioned 
among the cooperating dealers ac- 
cording to the number of sales they 
themselves accounted for. Detailed 
reports of dealer sales are required 
from each participating outlet on 
special forms. 

Dealer incentive, therefore, in the 
campaigns of the Consolidated Edison 
system is stimulated by (1) an induce- 
ment price made possible by the utility 
in contracting for large quantities of 
appliances over a stipulated period— 
a price, incidentally, which is uniform 
for all dealers whether it be Joe 
Doakes or R. H. Macy & Co. (2) a 
financing, delivery and_ installation 
service all provided (3) the benefits 
of impressive advertising campaigns 
in as many as 100 newspapers 


throughout the metropolitan New 
York area (4) the knowledge that the 
efforts of the dealer and his sales force 
in moving merchandise is to be re- 
warded at the conclusion of the drive 
by a healthy bonus from the employe 
sales pool on the basis of direct ap- 
portionment of their own sales. 

That this bonus pool divvied up 
among the cooperating dealers is no 
peanuts is seen in the last cleaner- 
lamp-iron campaign when 131,159 
householders bought about $5,300,000 
worth of appliances (370,000 units, all 
told) and the dealer “kitty” which 
was parcelled out in ni€e, juicy checks 
came close to the half-million mark. 
At that, the employes of the utility 


didn’t do so badly by themselves— 
they collected $62,000 in _ sales 
bonuses. 

That same bunch of sales-minded 
employes are going to be working for 
the dealers again in the “Breeze 
Through Washday” campaign and the 
fact that dealers ordered more home 
laundry equipment from their distribu- 
tors on the first night the news was 
broken to them than they had bought 
during the entire previous year, is 
some indication of how they feel about 
prospects. Fact is, there’s no more 
guesswork or chance-taking to these 
drives, they have discovered, after 
participating in the last two or three. 
And even though the sale of washers 
and ironers in impressive numbers for 
a two-month period is something of 
an unknown quantity to date in the 
New York market, they seem su- 
premely confident that it can be done. 


SEPTEMBER, 


From the advertising standpoint, 
present home laundry equipment cay 
paign in New York will also dif, 
sharply in some essentials from pre 
ous drives. Heretofore, there has ; 
ways been a distinct price angle to 4 
offers—because price was the bigg, 
news involved. This time the utilj 
is trying its hand at a broad-gauy 
institutional type of copy promotir 
the idea of doing the laundry at hom 
“Terms as low as $2 a month—thr 
years to pay” is the only reference ; 
the advertising to the price. Illy 
trations feature the washer, the dry 
and the ironer with minor sketches 
irons, sewing machines, and sm: 
radios as the auxiliary equipment 
the drive. 

Close to one hundred papers will 
used, including the foreign languay 
(for the first time, even Chinese) 
a 60-day effort that will cost $150,( 
to the utility and an additional es 
mated $20,000 from manufacturer 
Other advertising and promotior 
media will include billboards, trud 
posters, window and showroom dis 
plays, bill enclosures and the com 
pany’s radio program. With this bar. 
rage of publicity focussed on hom 
laundry for the first time in the Ne 
York market, distributors don’t s¢ 
how they can miss making a big den: 
On the other hand, there is no previ. 
ous experience to use as a guide t 
potentials and even vice presider 
Jeffe frankly admits that he doesn’ 
know what the final result may be. 

The final outcome of the campaig: 
which will be known about the firs 
week in November will be looked fo: 
with considerable interest by utilit 
companies and manufacturers all over 
the country. With utility load-buil 
ing emphasis concentrated on range: 
water heating and lighting, _ the 
washer, ironer and related home law: 
dry items have been given relative! 
short shift in recent years. With the 
country’s biggest utility company 1 
the country’s largest city concentrat: 
ing its guns on the home laundr 
problem alone for a two-month perio 
(no other campaign will be run dur 
ing the period) some astonishing re 
sults may be forthcoming. 

No coincidence, of course, is the 
fact that National Washer-Ironet 
Week falls on October 19-25 which 
fits in neatly with the closing tw 
weeks of the Consolidated Edison ¢- 
fort on this merchandise. Speaking 
of the campaign as a whole and 0! 
the sales training portion of it in par- 
ticular, Joseph R. Bohnen, secretary- 
treasurer of the American Washet 
and Ironer Manufacturers Associa 
tion, said: 

“Effects of the Consolidated Edisot 
action will not be confined to its ow! 
territory. The New York program 
will undoubtedly play a part in help- 
ing give nation-wide impetus to the 
improving of retail appliance sales 
technique. Its example in promoting 
modern home laundering—which 
means correct home laundering—a 
our country’s biggest utility in ov 
country’s biggest city, should be it 
spiring to every other sales-mindeé 
utility in the United States.” 
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REAKING the hard shell re- 

sistance of electric ironer sales 

in a way that aided electric 
uppliance dealers, as well the 
utility, was accomplished by the Pub- 
lic. Service Company of Colorado, 
Denver, in a_ thirty-day Laundry 
Equipment Campaign from June 1 to 
July 1, 1940. Result: one and one- 
half times more ironers were sold by 
the company in the month of June than 
had previously been sold in that month 
for the total of three previous years 
and, dealers profited from a stimulated 
public interest as a result of the ac- 
tivity. 

The campaign was sparked by news- 
paper advertising, floor and window 
lisplays and demonstrations, employe 
sales-leads and employe purchases, a 
dart-board prize contest for salesmen, 


4 


and special classes of instruction for 
the six territory salesmen. 

The Tiltop cover, model 612, Thor 
Ironer at $69.95, cash, was featured 
in newspaper advertisements which 
appeared, starting June 3d. This 
ironer formerly sold for $89.95. The 
price reduction was announced as an 
arrangement obtained through the co- 
operation of the manufacturer and the 
distributor. It was stated that special 
terms of $3.50 down, and 80¢ weekly 
(payable monthly) were available, so 
that the housewife would find it easy 
“to begin at once to enjoy a vacation 
from ironing drudgery.” 

Simultaneously with the appearance 
of the newspaper advertisements, a 
lady demonstrator was placed on the 
main sales floor. On June 10th an- 
other newspaper advertisement was 


The sales contest involved a dart-throwing game. The target has prize discs and 
each disc has a figure printed on it which is the prize the salesman received. 


IRONING SHOE—Polished, Chromium- 
plated, case-hardened. 


AUTOMATIC OPERATION—Finger - tip, 
knee and foot controls. 


TWO THERMOSTATS— 26-inch roll. 


Pressing lever for pressing or for drying extra 
damp spots. 


Table, housing and cover sides in snow-white 
lacquer. 

IRON THE THOR SPEED-WAY— Finish 
up your “wet-wash” or “rough-dry” bun- 
dies in half the time with no backache. ~ 

PHONE FOR DELIVERY NOW 


Public Service Company of Colorade 


A sample of the advertising on the 
special ironer offer. 


published, and on that day an atten- 
tion-impelling demonstration, with a 
lady in charge, was set up in a main 
floor display window which faces on a 
busy street with heavy sidewalk traf- 
fic. This window demonstration was 
maintained for two weeks, through 
June 22d. Large crowds watched the 
demonstrator iron tricky shirts and 
dresses with comparative ease and dis- 
patch. During the last week of the 
month, the demonstration was moved 
back to the Main Sales Floor. The 


Before the campaign got under way, 
every salesman was given a thorough 
training in ironing machine technique. 


third and last advertisement was re- 
leased in the newspapers on June 17th. 
During this campaign many sales- 
leads were sent in by employes as a 
result of a special announcement of the 
sale to them, and a special price which 
was worked out for employe-purchases. 
In addition, employes were given a 
bonus of $1.00 or $2.00, depending 
upon the amount of the sale, for each 
ironer sold from a tip of this kind. 
Of particular interest to the sales- 
men, and one of the most important 
factors in spurring sales effort, was 
the dart-board contest which was con- 
ducted during the campaign. For 
each piece of laundry equipment which 
was sold, a salesman received one or 
more “throws” of a dart at a circular 
target on which were scattered discs 
with varying amounts printed on them. 
A salesman got one “throw” for equip- 
ment selling for less than $50.00. As 
the selling price of the equipment in- 
creased, his number of “throws” in- 
creased up to five for equipment sell- 
ing for $70.00 or more. There were 
100 prize discs on the dart-board; 
the prizes totaled $75.00 in cash or 
gasoline coupons; the prizes ranged 
in amount from fifty cents to $3.00. 
Each morning, sales reports from the 
previous day were consulted and, 
based on the results, the men engaged 
in a spirited game of darts to see who 
could demonstrate skill at dart-throw- 
ing, as well as at ironer selling. 
The special classes for salesmen 
were held regularly in the mornings. 
Special instruction in ironing shirts 
and other difficult-to-iron pieces was 
given. The most proficient of the 
salesmen was in charge of the class. 
He demonstrated for the group, then 
had each man go through the entire 
demonstration from start to finish. 
Meanwhile, the rest of the class took 
notes and at the completion of each 
demonstration criticized the technique 
displayed and suggested improvements. 
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The COST 


HERE has been a constantly in- 
creasing demand on the part of 
manufacturers and distributors 
for accurate figures showing the costs 
of doing business on the part of elec- 
trical dealers. Hundreds of dealers 
also have written asking for statistics 
for comparison purposes. 

ELECTRICAL MERCHANDISING some 
fifteen years ago prepared the only 
comprehensive figures on “costs of 
doing business.” These have been the 
yard stick of measure ever since. 

Those facts now need to be brought 
up to date and the editors decided to 
do this job for the good of the indus- 
try. 

The first “must” was to establish a 
definition @f each item of expense so 
that all figures were comparable. 
\fter many consultations and delibera- 
tion the definitions given in connection 
with the chart were adopted as being 
most nearly parallel to modern sys- 
tems of bookkeeping. 

Then thousands of questionnaires 
were sent out to dealers all over the 
United States, and personal calls were 
made by our staff so as to accumulate 
a representative array of figures on 
which to base our interpretations. 
After two months this has been ac- 
complished and we have selected about 
twenty-four complete returns on which 
to comment. 

These statistics range from a volume 
of one-half a million dollars down to 
one of slightly less than sixteen thou- 
sand. Thus you can pick the volume 
most near to yours and compare costs. 
Or you can take the average as given 
at the bottom of the chart. 

The wide variance between cost 
percentages under each item empha- 
sizes the desirability of these up to 
date figures. We will comment en 
each heading as we go along. 

There was a striking contrast in 
computing these figures as against the 
job done back in 1925. Fifteen years 
ago many, many dealers kept no books 
at all and hundreds of others made 
no attempt to classify the costs of 
doing business. Today it is almost 
impossible to find a dealer without 
accurate books and most of them are 
set up along modern lines as repre- 
sented by the definitions given else- 
where. 

We expect to publish this and other 
articles to appear in a later issue, in 
booklet form. Since operating costs 
of department stores will also be in- 
cluded we have decided to use the 
latter’s methods in working out per- 
centages. This will enable the reader 
to make comparison not only with 
other dealers but also with major ap- 
pliances selling in department stores. 

ELECTRICAL MERCHANDISING at this 
point, wishes to thank all those dealers 
who so willingly supplied us with their 


figures. Also those comments and 
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Survey of 24 appliance dealers figures shows 
total cost of 33.1% of retail value. The first 
of a series of articles on costs and margins 


suggestions given in a desire to have 
the facts and comments truly reflect 
sales costs with major appliance 
dealers. 

The 100 per cent base on which 
all dollars and percentages are worked 
is the net sales as defined elsewhere. 
This is the same as used in the de- 
partment store field. The latter are a 


wee bit more detailed but by making a 
few additions it is easy to have thor- 
oughly comparative statistics. 

The twenty-four dealers represented 
in the chart not only vary widely as to 
dollar volume but come from cities and 
towns — big and little — scattered all 
over the country. 
from largely industrial to mostly agri- 


The states range 


cultural. Thus the chart truly giy 
a cross section of appliance selling 
Now let us have a look at the var 
ous expense columns. We will gi 
you explanations when they will ¥ 
helpful to your interpretation of th 
figures. We will not attempt in thi 
article to point out the “whys” 
losses and profits. Do it for yoursd 


Average 


Net Ret 
Cost Me 
Gross M 
Occupa 
Selling 
Publicit' 
Adminis 
Service 
Other E 
Total E 
Net Pra 


Selling Expense 
Cost of Occupancy Cost of Other Soles Total 
Net Sales Mdse. Sold Gross Margin Expense Salesmen Costs Ca Mail A 
Dollars % Dollars % Dollars % Dollas % ollars % Dollars % Dolla % De 

Py es: 540,999 100 367,567 67.9 173,432 32.1 10,4295 1.9 29,080 5.4 22,788 4.2 51,868 1.8 

as 263,718 100 169,161 641 94557 35.9 3,451 1.3 21,491 8.1 7,253 28 860m 11 

ee 246,206 100 166,090 67.5 80,116 32.5 2,590 1.1 29,855 12.1 6,034 2.5 35,889 1.3 

AES oe 185,861 100 108,516 58.4 77,345 41.6 11,820 64 10,250 5.5 15,081 8.1 25,331 40 

ae 175,125 100 111,555 63.7 63,570 36.3 6,305 3.6 17,863 10.2 3,152 1.8 21,015 3.45 

evasiey 171,547 100 124246 172.4 47,301 276 2,609 S&S 3,978 2.3 19,481 11.4 23,459 1.5 

, See 146,464 100 90,267 61.6 56,197 384 8,217 5.6 10652 7.2 6,328 4.3 16,980 1.2 

eae abe 144,694 100 80,596 55.7 64,098 44.3 13,548 9.4 11,905 8.2 5,245 3.6 17,150 63 

as 109,000 100 70,850 65.0 38,150 350 4800 44 6540 6.0 752 7,29 5.1 
re 91,782 100 56,679 61.8 35,103 38.2 4,785 5.2 7,604 8.4 2480 2.7 10,084 26 
| * 89,462 100 55,780 62.4 33,682 376 3,489 3.9 9125 10.2 2,818 3.1 11,943 25 
87,473 100 51,296 58.6 36,947 41.4 4800 5.55 7842 9.0 1,422 1.6 9,9 50 
86,160 100 48,179 56.0 37,981 44.0 3,354 3.9 14308 165 14,248 
| re 67,511 100 43,307 64.2 24,204 35.8 544 8 7,432 11.0 2882 4.3 10,314 3.3 
Se 59,124 100 39,020 66.0 20,104 340 2209 48 7,095 12.0 898 43 799 2.2 
58,609 100 43,289 173.9 15,320 26.1 2,304 3.9 3957 68 2888 49 6,845 1.3 
54,790 100 32,885 60.0 21,905 400 2,494 46 3.380 68. 3,320 3.7 
18.. 48 600 100 31,753 65.3 16847 34.7 2109 4.3 2570 Sa 534 1.1 3,104 1.1 
Oso acewa 42,536 100 30,958 72.8 11,578 27.2 2674 63 2,369 5.6 1,895 44 4,264 1.5 
20.. 40,000 100 26,000 65.0 14,000 35.0 3,000 17.5 “ds da 400M 8 
ox 28,636 100 20,336 71.1 8,300 290 1,140 4.0 2,224 7.7 484 1.7 2,708 1.0 
ee 28,173 100 22,790 80.9 5,383 19.1 464 1.6 1,200 43 111 4 1,311 1.6 
_ Sees 26,576 100 19,794 74.5 6,782 25.5 878 3.3 605 2.3 1,242 4.7 1,847 2.8 
RS 15,974 100 11,102 69.5 4,872 30.5 828 5.2 795 49 600 39 135 MD 1.0 
(ee $2,809,020 100% 1,821,946 64.9 987,074 35.1 99,437 3.5 215,930 7.7 104,368 3.7 320,29% MD 24 
Average of $117,042 100% 75,914 64.9 41,128 35.1 4,143 3.5 8,997 7.7 4,349 3.7 13,34 2.4 

24 Cos 


Prepared by Market Analysis Department, Electrical Merchandising, September 1!940 


NET SALES. STATE IN DOLLARS 


Net sales are arrived at by taking your gross retail sales plus revenue 
from service and deducting therefrom returned merchandise and any 
rebates or discounts given on retail sales EXCEPT trade in allowances. 
Net retail sales are designated as 100 per cent and all other percents or 
factors are figured from that as a base. 


COST OF MERCHANDISE SOLD. STATE IN DOLLARS 


Cost of merchandise sold is arrived at by taking the inventory at cost 
as of Jan. |, 1939, adding thereto all purchases at COST during the year, 
plus trade in allowances, plus parts and supplies for service department 
and then deducting therefrom the inventory at cost at the END of the 


year—Dec. 1939 
GROSS MARGIN 


Gross Margin—or as you may call it “gross profit’ is secured by sub- 
tracting from the net retail sales the amount of merchandise sold at 
COST. This is the gross revenue from which all the expenses of operation 
must be paid, and from which any net profit is to be made. 


OCCUPANCY EXPENSE 
In occupancy expense is included the amount expended for rent, | ight. 
heat, power, water, porterage, etc. In short, all expenses incurred in 
occupying the premises whether store, warehouse, etc.—but not any rent 


DEFINITION OF TERMS 


or other expenses incurred in garage for delivery equipment, etc. Thi 
should be included in oomieg expense—. if you own your own premist 
rent is computed on the basis of an annual charge of six per cent on th 
cost of the land and buildings a depreciation of two and one-he! 
per cent a year plus all the real estate taxes. 


COST OF SALESMEN 


Cost of salesmen should include all monies paid to men or women fo! 
selling appliances whether it be in the form of salary, commission, drawins 
account, bonus, cash prizes or any combinations of the above or any othe’ 
plan; also costs of sales supervision. Expense accounts, if any should 
also be included in the figure. 


OTHER SALES COSTS 
This OTHER selling expense should include the cost of sales books, prict 
tags, wrapping paper, twine and other miscellaneous expenses of a simile 
nature. It also includes demonstrating expenses—salary or commission 
incurred by other than the regular sales force, and delivery expenses sv<’ 
as the salaries of the drivers, cost of running and maintaining the equir 
ment, and depreciation on equipment of twenty per cent per year. 


TOTAL SELLING COSTS 
This is simply adding together the cost of salesmen and other sales cos’! 
for a total. 


SEPTEMBER, 1940—ELECTRICAL MERCHANDISING 


spaper 
rchandise 
ail include 
plus the | 


adver 
paration 
spent f 
all othe 
merchan 


btained b 
ng exper 


dministrat 
else as 
ipenses 


| 

— 


COSTS AND PROFITS OF 
ELECTRICAL APPLIANCE RETAILER 


Averages from two studies made by Electrical Merchandising 


and then compare your conclusions 
with ours to be published in the Oc- 
tober issue of ELecrricAL MERCHAN- 
DISING. 


Cost of Merchandise Sold 


1924 1939 
Net Retail Sales......................- 100.0% 100.0% This varies from about 56 per cent 
Goad 64.9 to almost 81 per cent. Snap judgment 
cheated, or that others are ge ing e 
ly Expense 3.3 3.5 cream. Neither is the case. Several 
slling e xpense eee eee 9.4 11.4 factors enter into this but the big one 
he Var Publicity Expense 2.7 2.6 is dealers who sell only from samples 
ill gig) Administrative Expense ................ 7.4 7.5 and ask the distributor to do the de- 
will 4 DED cocccwccsccceseceesocse 9 4.6 livery, and some other things. They 
Of Other 3 3.5 naturally must pay more for their ap- 
ys" Net Profit on Retail Sales............... 4.1 2.0 The dealer who carries a full stock, 
yourse P does his own delivery, etc. gets the 
—Publicit Exp 
Tota and er Total Other Total 
CR Mail Advertising Publicity Administrative Servicing Costs Costs Loss 
Dolls Dollars % Dollars % ollars % lollars % ollars % Dollars % Dollars % 
S186 18 9492 1.8 44,028 8.1 51,863 9.6 20.613 3.8 188,289 348 —14,857 —2.7* 
286M 11 |... 2851 1.1 11,286 4.3 11,499 44 3,780 1.4 61,541 23.4 +33,016 +12.5 
3589 13 #12901 5S 4397 18 9,882 4.0 14658 60 3,796 1.5 71,212 29.0 + 8904 + 3.5 
25,338 40 ...... 7496 4.0 12,000 6.4 2,000 11 1,000 5 59,647 32.0 +17698 + 9.6 
210% 345 ...... 6,042 3.45 11,470 6.55 2802 16 92982 53 56,916 325 +6654 + 38 
15 2,588 1.5 8,100 4.7 1,135 8001 4.7 45,892 268 + 1409 + 8 
16900 49 ©... 1,727 1.2 9,095 6.2 10459 7.1 9971 68 56449 385 — 252 — 41 
17,150 63 ...... 9119 63 14,062 9.7 ........ .... 17,076 11.8 70,955 49.0 — 6857 — 63 
J, 5,612 5.1 11,944 11.0 36,753 33.7 + 1,397 + 1.3 
10,084 96 527 5 2,889 3.1 8359 9.1 3,581 3.9 390 4 30088 32.7 + 5015 + 5.5 
11,94 o5 581 6 2,818 3.1 9,394 10.5 2460 2.7 4562 5.1 34,666 388 — 984 — 1.1 
9,264 50 664 8 5,003 5.7 3,734 43 3997 46 5171 59 31,969 365 + 4278 + 49 
4,248 3 640 .7 640 .7 16,591 19.3 2245 26 1,360 16 38438 446 — 457 — 6 
0,314 3.3 452 7 2,707 4.0 11,239 166 1,354 20 868 1.3 27,096 40.0 — 2,822 — 4.2* 
S966 100 ........ 2296 3.8 20,307 343 — 203 — .3* 
735 1.3 2425 41 718 785 1.3 13,812 235 + 1,508 + 26 
= 5,372 98 5,565 102 1,617 3.0 20390 372 + 1,515 + 28 
on 11 725 15 1,277 26 4,221 8.7 893 18 1,341 28 12,945 266 + 3,902 + 80 
640 1.5 2,032 48 1,407 3.3 748 11,765 276 — 187 -- .4 
a 2 360 9 660 1.7 2,800 7.0 3,380 8.4 400 10 14240 356 — 240 — 6 
y* 1.0 197 7 483 1.7 1,821 64 802 28 3,701 129 10655 37.2 — 2,356 — 82 
‘dee 441 1.6 663 2.3 218 8 226 8 3,323 118 + 2,060 + 7.3 
765 28 2,019 76 303 1.2 407 1.5 6,219 23.4 + 563 + 21 
; » 1.0 35 2 195 1.2 1,200 7.5 1,766 11.1 269 «+16 5653 354 — 781 — 49 
0,29 24 5382 2 71,912 26 209,703 7.5 130,210 46 97,590 3.5 999,150 33.1 +56,924 + 20 
3,346 24 224 2 2996 26 8,738 75 5425 46 4066 3.55 38,714 33.1 +2414 + 20 
40 


*These losses were turned into profits by “other income" 


spaper advertising 
rchandise in 
il includes the cost 
plus the postage expense. Does not include manufacturers contribution, 


USED IN TABULATION 


NEWSPAPER ADVERTISING AND DIRECT MAIL 


includes the advertisi 
s, shopping news or other periodicals. Dir 
of preparation and printing direct mail mat- 


amount spent for 


rer 


OTHER ADVERTISING 


er advertising includes money paid to inside or outside help for the 
paration or management of the advertising department, the sum, if 
, Spent for material for trimming windows, $i 

d all other expenses that are incurred for the sole purpose of advertis- 
3 merchandise for sale. 


Il boards, radio and any 


TOTAL PUBLICITY COSTS 


btained by adding newspaper advertising, direct mail and other adver- 


ing 


expenditures. 
ADMINISTRATIVE EXPENSE 


dministrative expense includes the amount you paid yourself or some 
else as manager of the business, salaries of the offi 


ice force, collection 


penses and the expenses incurred for office supplies, etc. 


expense they incur. 
in cost of merchandise sold above. 


loss is arrived at by 
gross margin. 


SERVICING 


Servicing—This covers the total amount of money paid for the maintenance 
of your service department such as salaries of service men, any —s 
Supplies used in this department should be includ 


OTHER COSTS 


We have grouped under the heading ‘Other Costs'' a number of items 
such as ALL taxes—except real estate where the property is owned—insur- 
ance of stock and fixtures, and any other items of expense not previously 
defined. This is done solely in the interest of simplicity. 


TOTAL COST 


Total cost is simply the sum of all the costs previously defined. Profit or 
deducting the amount of the total costs from the 


NET PROFITS 


Minus sign (—) indicates a loss. 
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by Ernest C. Hastings 


bigger discount off list price. Size 
of operation is by no means the de- 
termining factor in cost of merchandise 
sold. You will note number one paid 
out almost sixty-eight cents of each 
dollar received. Number seventeen 
with about five per cent of the volume 
had forty cents left out of each dollar 
of sale. 

A tip on -the above paragraph— 
number one probably did a “bang-up” 
job in refrigerators and neglected the 
other major appliances. 


Gross Margin 


Since this item is merely deducting 
“Cost of Merchandise Sold” from net 
sales no comment is necessary other 
than that made under the previous 
heading. 


Occupancy Expense 


Reread our definition of this item. 
It may appear hard to reconcile these 
percentages of less than 1 per cent 
to over 9 per cent. We'll tell you 
frankly it is largely a question of 
location. Few major appliance dealers 
have been able to stay in the “high 
rent” districts. Since most major ap- 
pliances are now sold by outside sales- 
men it matters less and less where the 
home base is located. 


Total Cost of Sales 


Here are percentages which destroy 
accepted beliefs of selling just as 
efficiently as did Mr. A. Hitler make 
obsolete theories of war as found in 
the text books. 

We are going to have a lot to say 
about this later so now we will only 
review the facts. 

Lots of salesmen have been believed 
to average about 12 per cent but now 
we find the total sales cost to be a 
little less than eleven and a half. The 
salesmen get about seven and three- 
quarter cents out of each dollar, and 
it takes about three and three-quarter 
cents for other expenses. 

However, the averages are not the 
chief interest. What really concerns 
us is the very wide variance in cost 
of salesmen—yes and in other sales 
costs as well. We believe we know 
the answer, otherwise we would be 
much concerned over this item. Watch 
for articles next month and later. 


Total Publicity Dollars 


We would emphasize this item 
represents only what the dealer spends 
out of his own pocket. If we were to 
include what the manufacturer con- 
tributes for advertising the total per- 
centage would be increased by about 
two percent. 

Knowing the thousands of dollars 
spent by manufacturers for material 
suitable for direct mail we are a bit 
surprised to find that dealers spend 

(Please turn to page 96) 


PAGE 


j 
d | ES 
| 
| 
This 
remise } 
»ne-halt 
ven for 
y other 
should 
price 
ssion— 
equip 
| 
‘ 
costs 


An interview with 


THELMA BEALL 


Home Management Specialist, 
Ohio State University 


HE little girl, visiting the farm, 

who marvelled that rural 

relatives went to all the trouble 
of keeping milk in a cow when it was 
so much get it out of a 
bottle, illustrates in a far fetched way 
the difference in viewpoints of town- 
folk and country people. 

With the spread of rural electrifi- 
cation, more and more manufacturers 
and merchants are planning to sell 
country people appliances. It is prob- 
ably a timely idea to go over the situa- 
tion and attempt to bring together the 
thinking of seller and user. 


her 


easier to 


INCOMES OF FARMERS. First of all it 
should be that selling 
farmers is quite different than selling 
the Gold Coast. Mrs. Cathryn Van 
Aken Burns made a point when she 
said: “It seems to me that one of our 
first jobs is to be realistic about the 
levels of living. It is so easy to think 
that most people live and spend about 
as you or your friends do. We can't 
remind ourselves too many times of the 
National Resources Board figures, 
which showed that 42 per cent of all 
the population has an income of less 
5 


remembered 


than $1,000, 65 per cent less than 
$1,500, and 87 per cent less than 
$2,500. If your company is directing 
its sales appeal at the 13 per cent, 


there is no reason why you should not 
add all manner of gadgets . how- 
ever, if your firm is appealing to the 
65 per cent of the population with in- 
comes of less than $1,500 per 
haps should 
the addition of anything that does not 
add to essential performance.” 

In Ohio, in 1938, the average gross 


you pause to consider 
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Miss Thelma Beall, who spends 
her life meeting farm families. 


income per farm from sales of agricul- 
tural produce was a little more than 
$1,200, and it is estimated that 1939 
Was not a great deal over $1,200 and 
must cover not only living costs but 
also current expenses for operating 
the farm, and any payment of princi- 
pal or interest on farm indebtedness. 
Still, the farmer probably has as much 
“spendable”’ his average 
city brother, if the accompanying table 
prepared by the Curtis Publishing 
Company is correct. 


GADGET SELLING NOT APPROPRIATE FOR 
COUNTRY. If the farmer has never had 
the convenience of an appliance at all, 
there is no use selling him more than 


income as 


the basic service that it will give. He 
is not ready for the refinements. The 
situation is much like that of a negro 


mother whose child kept crying at the 
breakfast table, “Give me some ‘lasses 
give me some ‘lasses, mammy.” 
“Watch the way yo’ talk, chile,” ad- 


monished the mother. “Yo’ should 


Charles Allen Smart, author of best selling farm novel, "R.F.D." says: "Farmer 
are going to install a lot of their own electrical equipment. 
better information than they are getting.’ This is Mr. Smart's home. 


NCE 


They need a \y 


. . » Suppliers should remember that 


rural people 


live 


in different 


world and talk a different language 


say molasses.” “How can I say 
mo’ lasses, mammy,” asked the young- 
ster, “when I aint had no ‘lasses at all 


yet. 


INSTALLMENT SALES. A high percentage 


of equipment sales are made on the 
installment plan. Generally speaking, 
installment contracts are not fitted 
to farmer’s incomes which are very 
far from being regular pay envelopes. 
Manufacturers should work out a 
contract more suitable to the dealer 
whose trade is largely to farm fami- 
lies. Furthermore, it would be a good 
idea if any and all installment con- 
tracts were clearly and simply stated 
without so much fine print as appears 
in some. There is an easy payment 
contract that appears in one of the 
mail order house catalogs which is a 
model of clearness and simplification, 
and if it works with them there is no 
reason why it should not work for all 
other suppliers. 


GIVE COST OF OPERATION. great ma 
firms feel that a farm is simply 
country home. As a matter of fac 
it is as much a factory as anythi 
else. 
a new machine to work in his pla 
wants to know the cost of operatic 
You would be amazed at the scarcit 
of data that will permit a farmer 
know just how much it will. cost: 


operate a range, a refrigerator or! 


washing 


machine, or anything 
buys. 


Manufacturers should certait 


attach a tag to their equipment whit! 
will give the basic information on co 
Any dealer selling 1 


of operation. 
the country would be smart to cart 


along a sub-meter which will perm 


him to demonstrate 


right on 


ground how much electricity is being 
appliance. Ths 
serves as a convincing demonstrati! 


consumed by an 


regardless of whether the cost for 


farm family would be different fro 


another farm family. 


Now, any manufacturer puttin 


Amount of Money a Family has to Spend by Size of Community 


Metro- Middle Rural 
Family politan Large Sized Small Communi- 
Income Centers Cities Cities Cities ties 
$1,500 $439 $655 $697 $799 $827 
1,400 385 586 621 727 751 
1,300 334 518 546 654 676 
1,200 286 455 48! 580 601 
1,100 238 392 416 507 527 
1,000 174 331 351 44\ 458 
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Light 
Radio 
Washer 
Electric i 
Hot plat 
Electric 
Sewing m 
Vacuum | 
Refrigera 
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Water fc 
Air heat 
Water h 


DAIRY EQ 
Bottle wi 
Cream 
Milking 
Sterilizer 
Water h 
Dairy re 
Churn 


OULTRY: 


Incubate 
Brooder 
Poultry 


MISCELL) 
Feed 
Silo fill 


Elevatin 


LECTE 


“a ¥ 7 i» 
en 


The electric range story has not been told well to farmers. Consider the com- 


petition from bottle gas, kerosene and other types of ki 


+, Above, 


the electric range in Mr. Smart's home at Chillicothe, O. 


WITH PLANNING. Electrical equip- 


it is added piecemeal to most farm 
When you consider that in 
pny cases the farmer starts with the 
ring, and the whole thing grows 
e Topsy, he is badly in need of 
vice. More in the country than any- 
vere else, the farmer will do a lot 
his own wiring. Any manufacturer 
10 will supply diagrams and details 
popular language for the benefit of 
ir farm trade will surely profit by 

Kitchen modernization and home 
indries are something that may be 
led to the farm piece by piece, as 
¢ family gets the money. The manu- 
cturer or dealer who helps the 
rmer to envisage the thing as a 
hole is going to win his friendship. 
For example, how many times is a 


mes. 


refrigerator sold which is hinged at 
the right when one hinged at the left 
would have been much more conven- 
ient to use in a particular kitchen. 
The experts know about this but the 
poor consumer often is unaware of 
difference in convenience and so is 
disappointed in use of the appliance. 


MORE DIRECTION BOOKS NEEDED. There 


should be attached to every appliance 
sold to farm people a booklet on the 
use and care of equipment. These 
things may exist in dealer and techn.- 
cal language, but there is not enough 
from the standpoint of the consumer. 

A woman was showing her ironer 
last spring and a friend said she 
thought it was fine she had such a 
good labor-saving device. 


DI 

nythir THIS IS THE WAY THE FARMER 
pag LIKES HIS INFORMATION DISHED UP 
Be 2 Approximate Electricity Consumption of Farm and Home 
Appliances—Ohio 

pOUSEHOLD: 

ni Light 25 kwh per month 

| BB Radio 10 kwh per month 

ng ; Washer 2 kwh per month 

a Hectric iron 5 kwh per month 

t wh Hot plate No estimate 

on ¢ Electric fan | kwh per 20 hours use 
ling Sewing machine | kwh per 30 hours use 


Vacuum cleaner 
Refrigerator 

yn Range 

Water for home 
Thi Air heater 
Water heater 


for EQUIPMENT: 


/ to | kwh per month 

40 kwh per month 
| kwh per person per day 
5 kwh per month 

to kwh per hour 

250 kwh per month 


it from Bottle washer | kwh per 1000 bottles 
Cream separator | kwh per 2000 Ibs. milk 
Milking machine 1-2 kwh per cow per month 
Sterilizer 6 kwh per day per 25 cows 
Water heater 5 kwh per day per 25 cows 
Dairy refrigerator | kwh per day per 10 gal. 
Churn | kwh per 100 Ibs. of butter 
i. OULTRY: 
Incubator kwh per chick 
Brooder Yo to 1/_ kwh per chick per season 
Poultry lights 20 kwh per season per 100 birds 
MISCELLANEOUS: 
Feed grinding V4 to | kwh per 100 Ibs. 
Silo filling to | kwh per ton 
Elevating grain | kwh per 600 bushels 
— 
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The farmer needs different shelving for his refrigerator, Mr. Smart says, so he can 
easily chill milk. Taking care of eggs is a problem that hasn't apparently been 
thought out by manufacturers according to Charles Allen Smart. 


HERE'S AN INSTALLMENT PLAN FOR THE FARMER 


Minimum Down Payment—20% of cash price 


Maximum Maturities—24 months 
Payment dates—as shown below. 


SCHEDULE PAYMENTS 


FINANCE CHARGES 


5 quarterly payments (3, 6, 9, 12, 15 months 
from date of contract)............. 

6 quarterly payments (3, 6, 9, 12, 15, 18 
months. from date of contract)..... x 

7 quarterly payments (3, 6, 9, 12, 15, 18, 21 
months from date of contract)....... 
24 months from date of contract) 


8 quarterly payments (3, 6, 9, 12, 15, 18, 21, 


Cash 
Balance Being 


Financed 


13% 


Note: Add an additional charge of 20c per installment, except on unpaid balance 


above $500. 


Example: Assume the cash selling price of equipment is $300.00 and is to be paid in 
8 quarterly payments. Purchaser's down payment is 20% of $300 or $60.00. The unpaid 
balance to be financed is $240. The finance charge is 13% of $240, or $31.20 plus 
$1.60 (20c per installment times 8 payments) or a total of $32.80. The amount of the 
contract is $272.80, to be paid back in 8 quarterly payments of $34.10 each, with the 
understanding that the final payment is due 24 months from the date of the contract. 


A summer plan for financing heating equipment permits the purchaser to buy at any 


time during the months of April, May, June, 


first payment next October. 


July, August and September and make the 


There is no additional charge for this skip payment period 


and the maximum maturity of the contract is a full 36 months after October, 1940. 


“Yes,” replied the woman, “but I 
had a terrible fright with it.” 

She had been using the ironer 
attached to a drop cord from the 
kitchen ceiling. The friend repri- 
manded her by saying, “Well, you 
should never have done that!” 

“How was I to know ” the house- 
wife said, “The dealer attached it 
there, so I continued to use it’ until 
one day I had a big flash of fire that 
meant some replacement of wiring, 
and | thought for a while it was going 
to mean a replacement of me.” 

Inasmuch as there were about 
twenty of her neighbors listening to 
her story, it certainly did no good to 
the dealer who sold the device. For 
a scare like that is a scare, even 
though many may point out that with 
the proper installation the trouble 
would not have occurred. 

A manufacturer can do himself a 


great deal of good by attaching in- 
formation which will show how equip- 
ment should be fitted into a kitchen 
or laundry. 

In selling the farm market, you 
can’t take anything for granted. 
You’re dealing with people who do not 
have the habit of using electrical ap- 
pliances, and whose usage must be 
cultivated. You're dealing with people 
whose incomes are generally low. You 
are in contact with people who are in 


‘the habit of doing a lot of work with 


their own hands. You are selling peo- 
ple who are in a way small manufac- 
turers and must know costs of opera- 
tion and service difficulties. There is 
no pattern of behavior that you can 
capitalize on. And any manufacturer 
or dealer who sets out to fit his mer- 
chandising to such requirements will 
have smooth sailing tc a market that 
is appreciative of his efforts. 
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A. C. Horner, president 
Burche Co., Harrisburg, Pa. 


WO years ago over 80 percent 
of all appliances were sold out- 
side the store. Now 95 percent 


are sold inside. That is the record 
of the Burche Co. of Harrisburg, 
Penna. Sounds like a fairy tale but 


we saw the records and you can’t 
question accurate book figures very 
successfully. 

Back of this almost unbelievable 
fact is the shadow of a man—A. C. 
Horner. We do not know what ideas 
his father and mother had about the 
“A. C.” but “Alternating Current” 
Horner would be most appropriate. 
He has done the supposedly impos- 
sible for an electrical dealer just as 
alternating current has accomplished 
many of the “impossibles” for the 
consumer. 

Listen and we will tell you the 
story. It is one of the most remark- 
able we have heard in many a moon. 
Yet there is nothing in it that is 
not sound merchandising and selling 
philosophy. 

A little over two years ago A. C. 
Horner became general manager of 
the Burche Co. It was a concern 
going along about the same as other 
electrical dealers—making or losing 
a few dollars each year but setting 
no records as to sales or profits. 

Salesmen with their supervisors 
were tramping up one street and down 
the other annoying housewives—mak- 
ing a few sales—wondering how to 
pay the grocery bill—and catching hell 
from the little women for not making 
more money. 

\. C. decided the appliance busi- 
ness was all wrong if people had to 
be forced to buy refrigerators, wash- 
ers, ranges, etc. He believed people 
wanted major appliances and would 
come for them if offered right in- 
ducements dramatically presented over 
the radio backed up with intelligent 
selling. 

It was radical thinking but fortu- 
nately Mr. Horner was so convinced 
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Harrisburg, Pa. Retailer Makes Profit- 
able Change-over from Outside Selling 


methods 
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An example of the Burche tie-in of windows and promotion. 
hand appliances are used skillfully to create new appliance business. 


he was right he was willing to gam- 
ble on results. Perhaps “gamble” 
is a bit strong for his ideas were 
backed up by many years of studying 
and using the methods employed by 
department stores to bring in the cus- 
tomers. He had learned the power 
of advertising, the appeal of special 
values, the magnetism of premiums. 

His first move was to plan an ad- 
vertising campaign. Formerly from 
2 to 24 percent of sales was spent 
for all publicity. This was increased 
to 5 percent of sales. About 75 per- 
cent was allocated to radio spot an- 
nouncements, and 25 percent to news- 
papers. The “spots” consisted of nine 
per day—nine transcription and two 
news programs. The latter have now 
been in existence over one and a half 
years and are satisfactory. 

The nine “spot” announcements as 
to merchandising were divided roughly 
as follows—five to gas, electric, coal 
and combination ranges; two to wash- 
ers; two to refrigerators. The number 
of spots are changed according to the 
season. Sometimes all nine are re- 
frigerator or all washer. 


Next came the reorganization of 
the sales force. It was immediately 
reduced from nine men to five, the 
latter to spend 90 percent of their 
time on the floor. So that they would 
feel secure as to income, a drawing 
account was given. 

Then Mr. Horner sat down to make 
plans to “bring in” the customers. 
He decided events were the answer. 
There must be some definite reason 
for the customers to come to the store 
to buy. These events ranged all the 
way from reduced prices to premi- 
ums. Perhaps details of one specific 
event will give the idea. 

Refrigerators that had been thor- 
oughly reconditioned were grouped 
into three price ranges—$29.85, 
$36.85 and $44.85. Newspapers and 
the radio were used to announce this 
great refrigerator sale. The custom- 
ers came and they bought—but more 
about this later. 

Another event was a sale of wash- 
ers with a “special” advertised at 
$29.95. Over seventy-five washers 
were sold in one month at an average 
price of a little over $59.00. 


Second 


Most events ran from two to i 
weeks. Both newspapers and 1 
were used first to sell the event 
second the special items or item 
the sale. 

When the writer visited the st 
there was in progress the second 
of “Burche’s Mighty Midsum 
Event”. The radio had carried 
announcement but the first newspé 
advertisement had not appeared. | 
in less than one hour we 
major appliances sold. Also a go 
number of possible customers came 
look and at least a part of them 
come back to buy. 

But, it was not like that in 
initial stage of this new way to 
major appliances. Mr. Horner | 
us it took six months before the 
began to click. 

Number one reason for the suce 


saw 


of the idea is that Mr. Horner | 


lieved in his knowledge of hu 
nature, had the courage to spend 
mediate money for ultimate retw 
and the patience to wait for his 
ward. The last is the quality ™ 


lacking in those who pioneer in» 
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methods to distribute merchandise. 
Now, boys, don’t drop ELEcTRICAL 
MERCHANDISING and rush out to fire 


Bhalf your salesmen and to start an 


advertising campaign. Up to now 
we have told you some of the “whats”, 
1 few of the “hows”, but none of the 
‘whys” this new thought in appli- 
ance selling has succeeded, 

One of the most important “whys” 
was the training of the inside sales- 
men. They must sell a higher per- 
centage of the customers they contact 


ithan do men working on the outside. 


Sales meetings were held three 
times a week. No pep talks. No, 
“boys you gotta get ’em quick”, or 
“boys the tougher they are the more 
glory in getting the name on the 


dotted line”, etc. 


Not at all. The salesmen were 
required to write out the selling 
points and closing arguments for a 
specific major appliance. The paper 
must be read in four minutes. The 
other salesmen take notes and criti- 
cise. If the story isn’t nearly 100 
percent it must be rewritten and read 
at the next meeting. Ofttimes the 
paper is rewritten three or four times. 

Your scribe listened to one of the 
salesmen sell an electric range, and 
when he got through we were con- 
vinced it did about everything but 
change the baby’s diapers. He gave 
the “stove” so much sex appeal we 
were afraid the guy would rush home 
and send his wife “back to mamma.” 

But, that is only step number one 
in Horner selling. No salesman ever 
completes a sale. All are “T. Os”. 
(turn overs). The salesman pre- 
pares the customer to accept a given 
appliance, gets his decision to buy and 
s through. 

The prospect is then introduced to 
Mr. Horner, or his assistant, who 
make the final arrangements. 

This takes from the salesman all 
responsibility for the trade-in allow- 
ance, down payment, period of pay- 
ments, and other details. 

Let us see how it works in the 
case of the $29.85, $36.85 or $44.85 
reconditioned refrigerators mentioned 
earlier, The salesman sells the cus- 
tomer what she asks for. He or she 
now goes to the office, the papers 
signed, and the money paid over. 

Then Mr. Horner, or his assistant, 
Says something like this to the cus- 
tomer, “You, of course, know you 
have bought an old model refriger- 
ator. It will work very satisfactorily, 
but you may find it will use consider- 


Above and below are two views of the showroom. An ample stock and 
full assortment is immediately apparent to customer and prospect. 


SAVES 
SAVES tm 


ably more electricity than one of the 
new models. If within a year you 
want a new model let us know and 
we will allow you exactly what you 
paid for this one”. 

These customers are not followed 
up by salesmen, letter or phone, and 
yet the records show that almost 100 
percent of them are back within a 
year for a new model. A few even 
change to the new before they leave 
the store. 

This “T. O.” plan has more than 
proved its ability to get better down 
payments, better terms and more sat- 
isfied customers than any sales system 
we have found. It is possible only 
where most sales are made off the 
floor. 

We asked Mr. Horner to put his 
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finger on the one reason or factor he 
felt accounted for the success of his 
plan. His answer, “never chisel a 
salesman after the sale is made”. Just 
then a slip came in for an item at 
forty dollars which was supposed to 
be paid in cash. The salesman had 
accepted a payment of twenty dollars. 
Mr. Horner O.K.'d the slip to the 
salesman but wrote across the front— 
“no commission.” Less than five 
minutes later another slip came in for 
the same item with a check attached 
for forty dollars. 

Said Mr. Horner, “if I had ac- 
cepted the sale and waited until the 
end of ‘the month to tell the salesman 
he was to get no commission for fail- 
ure to conform to rules, he’d have 
been madder than hell. Now he is 


not mad but pleased with himself for 
doing a good sales job.” 

This large percentage of inside sell- 
ing also affords an opportunity to 
check more accurately what the trend 
of buying is. A. C. said recently 
there had been a great increase in 
the demand for combination ranges— 
coal or wood and electricity. So he 
has spotted this item on the radio to 
see what happens. 

Premiums were mentioned. They 
consist of cooking utensils, dishes and 
other kitchen items. Mr. Horner does 
not believe they are effective in bring- 
ing customers to the store but that 
often they are a big help in closing a 
sale. He says this sometimes goes 
so far as to mean selling the pre- 
mium and “throwing in the appliance”. 
All of which is typical of most pre- 
mium selling. 

Very briefly let us look at some of 
the figures resulting from this rather 
daring about-face in appliance selling 
and advertising. 

Appliance sales have increased over 
three and a half times the past two 
years. 

Radios under the same plan often 
do as much business in a month as 
they did in twelve months prior to two 
years ago. 

Sales costs under the old method 
were about 15 percent and now 6} 
percent. 

Advertising expenditures were 24 
percent and now 5. 

Formerly salesmen had trouble earn- 
ing from twelve to fifteen hundred 
dollars a year. Now drawing ac- 
count, commission and bonus average 
from $300.00 to $450.00 per month 
per salesman. 

Three men of the five under the 
new plan have sold in excess of five 
thousand dollars per month each 
month from January to July first 
nineteen forty. 

Profits ? 

Love stories always end with the 
girl marrying the man she is after 
and living happily ever after. Some 
of our cynical readers will smile, or 
rather grin, at the “ever after”. 

ELECTRICAL MERCHANDISING pub- 
lishes “case” stories only when An- 
nual Business and Actual Profit are 
happily married at the time of publi- 
cation. We leave the “ever after” to 
the future. We are, however, from 
some of the future plans told to us 
by Mr. Horner, willing to state that 
the Burche Company outlook is ex- 
tremely good. 
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And this is complete electric kitchen displayed alongside old. 


Promoting the "New" by 
Showing the "Old" 


URING the Tercentenary Cele- 

bration in Greenwich, Connec- 
ticut, the townspeople were very con- 
scious of old styles, old houses and 
old settlers. With this sentiment, the 
Connecticut Light and Power Com- 
pany effectively tied to it with the two 
window displays. 

In one window, a complete modern 
electric kitchen was designed and in- 
stalled with the help of the sales per- 
sonnel, incorporating the four major 
electric appliances including range, re- 
frigerator, dishwasher-disposal and 
automatic electric water heater. The 
display included a dummy window on 
which hung a venetian blind. The 
appliances represented four different 
manufacturers. The storage cabinets 
were loaned to us by a local dealer. 
The cost of this entire display was less 
than twenty dollars. 

The old style kitchen was built and 
planned by Mr. Louis Brunell, a 
Company territory salesman who 
makes a hobby of carpentry, with the 
help of the local sales people. The 
descendants of the original settlers 
were induced to lend their old pieces 
of valuable equipment. Every piece in 
the window was an authentic antique 
with a local history. A small placard 
in the window gave the loaners’ names 
and histories. 
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The original idea was to accentuate 
the new kitchen by showing the old, 
and was built with that end in view. 
However, the historical kitchen won 
first prize, received excellent publicity 
and both windows attracted constant 
favorable attention. 

Invariably, the comment after view- 
ing the windows was: “The old ways 
were romatic but give me the new”. 


This Plumber Sells Complete Electric Kitchens 


ELIEVING that it is logical step 

for a dealer in plumbing and 
sheet metal, who already handles sinks 
and water heating problems, Harold 
D. Lent of Lent’s, Inc., Bremerton, 
Wash., some time ago added a line of 
electric ranges and water heaters. 
From this point he has advanced to 


dealing in complete electric kitchen 
and just recently has added a mode 
kitchen installation near the front 

his store. A home service representa. 


tive from the Puget Sound Powe 
and Light Company helped him pre. 
sent the advantages of electric kitchen: 


to the public at the grand opening. 


Harold D. Lent, proprietor of Lent's, Inc. of Bremerton, Wash. and Miss Mary 
West, home service representative of the Puget Sound Power and Light Com- 
pany, who assisted at the opening of the store's new electric kitchen. 
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Dealers Interested in Kitchen Modernization 


OT so long ago Gerald F. Hyde 
of the Griffith Distributing Cor- 
poration, Indianapolis, mailed 1,200 
postcards out to 300 dealers in the In- 
dianapolis territory with whom his 
firm is acquainted, asking if by any 
chance they were interested in kitchen 
modernization, 

Much to Mr. Hyde’s surprise, 300 
replies came in saying “yes”—fully 
one fourth of the mailing responding. 
The Griffith firm which handles the 
Youngstown line was _ astounded. 
Nevertheless Mr. Hyde believes it is 
all logical as the installations could be 
financed under FHA, have no trade- 
ins, and offered a very clean piece of 
business to the dealers concerned. 

The Indianapolis firm distributes 
Duotherm oil heaters, Stewarte Warner 
appliances and Youngstown cabinets, 
Blue Flash coolers, Armstrong 
linoleum, Chambers ranges. 


Gerald F. Hyde of Griffith Distributing Corp., Indianapolis. 
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The Way to Sell Mixers 


LOCH’S department store in In- 
dianapolis is noted for the num- 
ber of electric mixers it sells. 
Recently Milo G. Forsythe and Carl 
Spiess told ELectricaL MERCHANDIS- 
1nG what lay behind their effectiveness. 
The department has 14 girls in it who 
get $15 a week plus 2 per cent on 
sales. They are all older married wo- 
men with one or two exceptions. Mr. 
Forsythe always demonstrates all ap- 
pliances to the girls himself. He feels 
he can give the store’s point of view 
much better than a salesman can, par- 
ticularly in comparisons. He has the 
girls take home appliances to try them 
out. 


Helen Miller demonstrates mixers at 
Bloch’s. 


“There is a great deal of difference 
between a salesperson and a demon- 
strator,” he told ELectricAL MERCH- 
ANDISING. “People may come in, say, 
to buy a garbage can. The prospect is 
already half sold. The girl must sell 
her up. On the other hand, a demon- 
strator must get her story over from a 
cold start. It takes a different kind of 
talent. Our demonstrator who special- 
izes on Hamilton-Beach mixers suc- 
ceeds because she puts the appliance 
so thoroughly through its paces for 
the prospect.” 


Most Valuable 
Three Feet 


N most stores pillars get in the way. 

In Bloch’s department store, Indi- 
anapolis, Milo G. Forsythe and Carl 
Spiess probably created the most profit- 
able bit of floor space in the appliance 
department by their use of a pillar. 

By means of a plywood setup they 
have created a display which will hold 
18 electric clocks. Most ingenious fea- 
tures are the holes which conceal the 
dangling “pigtails” of thé electric 
clocks as shown in the picture below. 


Teresa Robinson shows the Bloch electric 
clock display. 
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A new restaurant service featuring cooking done by a battery of electric roaster- 
ovens has been introduced by Ros Gammon, Pittsburgh restaurateur. Miss Gwen 
Griffith, Westinghouse, is shown as she supervises the preparation of the first 
meals cooked in the roasters. 


30 Roasters to Do 
Restaurant Cooking 


NEW trend in restaurant service 

—the cooking of meals in a bat- 
tery of electric Roaster-Ovens, was 
inaugurated recently in Pittsburgh by 
Ros Gammon, veteran of 34 years in 
the restaurant business. 

Mr. Gammon’s new restaurant fea- 
tures individual service with West- 
inghouse roaster-ovens of the type 
used generally for family service only. 
This new development in restaurant 
practice was designed, Mr. Gammon 
explained, to give restaurant food the 
same individuality that is achieved in 
the home. The present battery of 18 
roaster-ovens will be increased shortly 
by addition of 12 units, and will be ex- 
panded later. 

If desired by diners at the res- 
taurant, one of the individual roasters 
may be wheeled to the table where 


they may inspect their dinner, watch it 
while it cooks, and receive individual 
service. 

Another new service made possible 
by the roaster-ovens is delivery of 
complete meals for parties of four or 
more at private homes, hotel rooms, 
or picnics. Under the home service 
plan, the whole meal is prepared in a 
single roaster and the meal, roaster 
and all, is delivered to the purchaser. 
By keeping the meal in the roaster 
until it is served, the food is kept pip- 
ing hot. If desired, the roaster may 
be plugged into an electric outlet to 
keep the food warm. The roaster is 
returned when emptied. 

In opening his new restaurant, Mr. 
Gammon had the co-operation of Miss 
Gwen Griffith, Westinghouse Home 
Economics technician of Mansfield, 
Ohio, who advised in the use and ar- 
rangement of the roaster-ovens and 
the preparation of menus. 


The Customer Likes to See the Wheels Go Round 


66 ONNECT up your appliances 

if you want to sell them”, 
says Emil Hellenthal of Everett, 
Wash. His housewares store does an 
excellent business in disposal units 
and electric dishwashers—and one of 
the reasons, he maintains, is because 
the store maintains one installed and 
ready to operate at all times. An 
interested prospect will bring in 
friends—and so will a satisfied owner. 
Dishwashers are frequently sold to 
small eating houses, lunch rooms and 
boarding houses where the dishwash- 
ing problem is a serious one, but does 
not permit of the installation of com- 
mercial type equipment. He cautions 
dealers to make sure that the customer 
has a 3-in. waste pipe and a fall or 
drop that is adequate before a garbage 
unit is installed. This is sometimes a 
problem in old houses. 
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Emil Hellenthal of Everett, Wash. indicates the point in his store where an 


all-electric kitchen is to be installed. 
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ALICE IN WONDERLAND 
GIVES DEALERS EXCITING, UNUSUAL 
ELECTRIC RANGE SALES THEME 


To capitalize on this fall’s great electric 
range sales opportunity, the entire indus- 
try—dealers, utilities and manufacturers— 
gets together in coordinated, nation-wide 
activity. 


Get aboard and pull down YOUR share 
of the profits that grow in Electric Wonder- 
land. Build yourself a prospect-pulling 
window display around the mystifying 
MAGIC MIRROR Display. Hit ’em hard 


THE MODERN KITCHEN BUREAU 


with the great variety of punchy sales and 
advertising aids furnished by MKB. Get 
in on the big Alice in Electric Wonderland 
stage shows being planned by local bureaus, 
electric leagues and utilities. Cash in on 
the consistent national advertising that is 
helping the electric range sales curve shoot 
up to all-time highs. . 


For further information, check your elec- 
tric league, distributor, utility. Or write: 


420 Lexington Avenue, New York, N. Y. 


AN ADVENTURE OF 


FLASHER OF F—prospect 
sees a perfectly reflect- 


FLASHER ON—prospect 
sees “Through the Looking 
Glass,” Alice at her range 
in Electric Wonderland. 


Electrical Wonderland Stage Shows Dramatize Selling 
Local bureaus, electric leagues and utilities are planning 
big hour-and-o-half Alice in Electric Wonderland stage 
shows for the public. Dealers are invited to set up their 
own demonstration booths. This is your chance to get 
in on a big scale joint selling effort that no single dealer 
could ever attempt alone. 


* 


BETTER 
GET GOING TO 
CASH IN ON THIS 
SOLID~SELLING 
ELECTRIC RANGE 
PROMOTION! 
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Sales Promotion Material For Your Territory 


MKB has prepared a complete kit of powerful sales aids 
that includes everything from letterhead stickers, news- 
paper mats, radio spots and direct mail pieces to the 
colorful, elaborate window display materials shown in 
the big picture above. Use them ALL in putting on your 
own Alice in Electric Wonderland promotion. 


EVERY HOME WITH ELECTRIC LIGHT SHOULD HAVE 
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Bfinancia 
The 


Your Opportunity For Greater Sales 
The electric range sales curve is heading right for the 
clouds. UP—UP—UP—it goes, to a new all-time high 
for 1940. Hitch your wagon to this rising star and listen 
to the sweet music your cash register will play. Get aboard 
the bandwagon as the biggest promotion in electric range 
history makes this the biggest selling year. 


ESTATE © FRIGIDAIRE © GENERAL ELECTRIC © GIBSON © GLOBE-AMERICAN © HOTPOINT © KELVINATOR © MONARCH © NORGE © STEWART WARNER © UNIVERSAL © WESTINGHOUSE ) 
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OME experiences are valuable 
i because they work out, some 
7 because they do not. A year or 
ago O. A. Mann and his wife who 
n the Maytag-Mann Company of 
cson, Arizona had one of the kind 
hich belongs largely in the latter 
tegory. 
They started out with a good idea. 
‘hy not teach people who haven't 
y laundry equipment in their own 
mes the advantage of using modern 
ectrical helps and then go out and 
ji them? In short, why not start a 
li-help laundry? They did, and 
@lled it the “U-Do Laundry”. It was 
cated in a convenient spot, not too 
i: from the main shopping district of 
ucson; it was air conditioned and it 
as outfitted with washing machines, 
Moners, electric drying equipment and 
ectric sewing machines. Hot water, 
eated from a softening plant, bleach, 
arch, soap, bluing and electricity 
ere furnished at a small charge of 
M¢ an hour. The idea was adver- 
sed. Small pamphlets (copyrighted ) 
ere issued describing it as “a real 
Bay to save on the family budget”. 
he Mann’s suggested it to prospects 
ho wanted to try out before buying 
r who seemed disinclined to purchase 
the moment. 


\nd it was popular. Women did 
pring in their wash, regularly, some 
i them from twenty-five miles away, 
aying the charge and enjoying the 
tomfortable quarters, where they gos- 
iped with others also doing the fam- 
wly wash, while the machines operated. 
ut—it didn’t lead to the desired num- 
mer of sales. The Mann’s followed it 
mp all right. They supervised the 
mp lace themselves, demonstrated how 
Ro use the equipment, called on people 
Riterwards. A few appliances were 
sold, but not enough. Some of the 
pvomen were delighted with the equip- 
snent, and bought cheaper models from 
somebody else; some of them just 
fvanted to get something for nothing. 
When someone wasn’t on hand to 
factively watch, little things disap- 
peared. Women used the electric sew- 
ing machines—and went off with the 
pbobbins. In short, the U-Do Laun- 
i(ry was a success every way but 
sinancially, 
The Mann’s now do most of their 


he 

gh pselling in the field. There are a lot 

a 5°! people w o want washing machines, 

. g Mr, Mann finds, who just don’t get 
p‘tound to shopping for one. Most of 

OUSE 

SING 


The salesman's cafl- 
the of the 
monstrafion is the 


Tucson's Maytag-Mann Company find 
a formula for ironing machine sales 


By Clotilde Grunsky 


them are women who now have wash- 
ers which have passed their prime but 
are still operating. The salesman who 
comes to their front door with a ma- 
chine which meets the need they have 
been feeling, but haven’t gotten around 
to do anything about, is the one who 
will get the sale. And in one case 
out of every ten, it is possible to 
sell an ironirig machine, too. “Three 
times used—and it is sold” is Mrs. 
Mann’s slogan for ironers. The first 
demonstration is a lesson, with the 
demonstrator doing most of the work 
and the woman tentatively trying to 
carry out instructions. The second 
time the woman uses it, is when she 
is by herself. Usually this doesn’t go 
so well and if you leave it at that, 
she is apt to decide she doesn’t want 
the appliance. But the third time, 
which is when the salesman calls back 
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to close the sale, the third trial should 
take place. It is then that the demon- 
strator can put in a helpful word or 
two, straighten out difficulties and 
set things right. If you can really 
get the woman to use the machine 
these three times, she is usually sold. 

A good market for laundry equip- 
ment is in the country districts where 
commercial laundry service is not 
readily available and where sheets and 
shirts both have to be done by hand. 
Mr. Mann’s salesman go as far as 
150 miles out into the country. In 
order to handle the service problem 
on such distant calls, he has taught the 
salesmen to instruct the housewife how 
to make slight adjustments and repairs 
herself. If she fully understands the 
mechanism and what should be done 
to keep it in order, there will be fewer 
emergency calls to worry about. He 


has also arranged for a local service 
tie-up in the outlying district where 
he has a good many appliances in use, 
so that difficulties may be more 
promptly handled. 

Service work is an important part 
of any business—and Mr. Mann has 
made his service department an out- 
standing feature of his store, advertis- 
ing in want ads and in the telephone 
directory. Other dealers who have 
not their own departments sometimes 
call on him to help them out in their 
service work. One point that Mr.: 
Mann makes in all of repair work is 
to see to it that the job when done is 
a complete overhaul. Sometimes a 
break will come from one source, 
while another part was also on the 
verge of giving way. If the first 
repair is made and no further thought 
given to the needs of the appliance, 
it will no sooner be back in the hands 
of the customer than it will give 
trouble again. This is promptly blamed 
against the company which handled 
the original repair job. Hence Mr. 
Mann is careful to make no snap judg- 
ments or estimates of what any given 
repair will cost, but to assure the cus- 
tomer that “the whole appliance will 
be gone over and put in good condi- 
tion.” 


hree times used .. . and its SOLD” 


One of the subjects on which the 
Mann family has somewhat strong 
feelings is the general ignorance on 
the part of the public on the simple 
facts in regard to operation and main- 
tenance of laundry equipment. “The 
public schools teach the future house- 
wife how to cook and sew”, says Mrs. 
Mann, “why should they not teach the 
girls something about the handling of 
laundry problems?” She believes that 
every school domestic science depart- 
ment should be outfitted with modern 
electrical laundry equipment, the stu- 
dents being taught not only how to 
operate a washing machine efficiently 
and how to iron by hand or with an 
ironer, but also something about keep- 
ing the equipment in order and some 
idea of how much it costs to make 
repairs when something goes wrong. 
General knowledge of this sort on the 
part of the public would greatly add 
to the effectiveness with which the av- 
erage home is run—and it would cer- 
tainly make life easier for those selling 
electric laundry equipment. The 
Mann’s plan to take the matter up with 
Tucson school authorities whenever 
opportunity offers. 
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calls for Plain Speaking 


fense effort in Americar history had to be 

made during a presidential election cam- 
paign. For a modern defense effort involves 
an intensely practical industrial project, while 
an election campaign involves an intensely 
emotional political propaganda. And those two 
don’t mix. 

That, as I see it, is the chief reason for 
the welter of claims and denials, charges 
and counter-charges that have been getting in 
the way of contracts for planes, tanks, guns 
and all the rest of the armament for which 
the American people are so nervously peering 
down the road. 

We are told that the managers of in- 
dustry, smarting and suspicious under the re- 
peated attacks of government officials for some 
years back, have been reluctant to assume the 
abnormal risks of defense contracts without 
commensurate safeguards, and that the poli- 
ticians who must authorize those safeguards 
have been reluctant to do anything that might 
be construed as letting down the bars for un- 
scrupulous business men to exploit the national 
emergency. For the one, the business risks of 
full speed ahead have been too great; for the 
other, the political risks of full speed ahead 
have been too great. So we don’t go full 
speed ahead. 

This is not written to increase that clamor 
of recrimination on either side. On the con- 
trary, it is an appeal for some decent and 
thoughtful consideration on the part of all 
concerned—consideration for the urgent needs 
of the nation, for the problems and responsi- 
bilities of both the politicians and the indus- 
trialists, for the elementary principles of pru- 
dent business management, and for the good 
opinion of the man on the street. He is neither 
a politician nor an industrial executive. But 
his hide and his pocketbook are at stake in the 
national defense program—and he knows it. 
He has a right to the low-down on what is 
going on. And if he is left in ignorance or 
deliberately deceived, for the sake of either 
yolitical or business whoopee, the payoff will 
o mighty poisonous political medicine for the 
politicians and equally poisonous business med- 
icine for the business men who may be re- 
sponsible. 


I: is a pity that the greatest national de- 


* 


The plain stark fact, to be faced squarely 
by us all, is that the national defense pro- 
gram is an emergency project—a desperately 
urgent emergency project. 

As in every emergency that confronts a de- 
mocracy, we are harassed by a confusion of 
counsel. As always, some of the confusion 
arises from honest but conflicting judgments, 
some of it from ignorance or muddy thinking. 
But, unhappily, much of it reflects the delib- 
erate purpose of self-seekers to fish in troubled 
waters—to capitalize the conjunction of a 
national emergency and a political campaign 
to boost their own interests. Already the 
charge that American business men are un- 
patriotic and interested only in profit has been 
put out as a smokescreen to cover up de- 
ficiencies for which business men are in no 
way responsible. 

Now the man on the street finds it hard to 
see through this maze of excited contradiction. 
Not because he isn’t smart — the average 
American can think straight enough when he 
has the facts. But in this case the facts are 
obscure and complicated—they have to do 
with matters that are strange to him. And to 
make it worse, at the height of his confusion, 
raucous voices constantly assail his ear with 
“simple” explanations of it all. But, as so often 
happens, most of these “simple” explanations 
make the matter a lot simpler than it really is. 

* 

Consider, for example, the cry that “industry 
refuses to get busy on national defense until its 
profits are guaranteed”. Very clear and simple, 
to be sure; but also very false. The charge 


that American capital is “on strike” in the 
hour of national need. As silly as it is simple. 
The assertion that our manufacturers “won't 
even talk with a government anxious to place 
orders with them, without large financial 
concessions”, and that “American corporate 
industry refuses to expand its resources for 
defense until it receives immunity from prop- 
er taxation”. The resounding demand that we 
“conscript wealth as well as men’—whatever 
that may mean. 

Particularly political has been the attack on 
the ajrcraft industry. It has been made to ap- 
pear that aircraft manufacturers were institut- 
ing a sit-down strike because, in their greed 
for profits, they demanded more than 8%. Ac- 
tually the 8% was not a net profit at all and 
the only concern of the manufacturers was to 
fight against incurring losses under the 8% 
limitation. And army and navy officers have 
sustained the aircraft manufacturers’ view- 
point. 

The air is full of explanations which how- 
ever simple they may sound, do not explain. 
And in most cases, I am convinced, the pur- 
pose of those who offer them is not to ex- 
plain but to inflame. Those who try honestly 
to explain these issues from either side, find it 
impossible to do the job in such ringing 
phrases. 

As I have said, our country has been caught 
short. As a result, there are many reasons for 
the confusion and controversy. The plain fact 
is that we can produce our war equipment by 
only two means: (1) by converting the in- 
dustries of peace into the industries of war, 
so far as that is possible; and (2) by build- 
ing from scratch the new facilities we need to 
supplement them. In other words, we must 
create—with desperate haste—a new industry 
in America—an armament industry. 

Right there is the crux of the problem that 
now confronts the industrialist sincerely try- 
ing to equip himself for his part in national 
defense. For this new armament industry is 
not the ordinary business risk against which 
he has learned to weigh the interests of his 
employees and his stockholders. It does not 
deal with familiar products and processes. It 
is not continuous—at least it has not been 
heretofore in this country—and it may fold 
up as suddenly as it has opened. It cannot 
hope to serve thousands of potential custom- 
ers: it has but one sure customer—the United 
States Government—and wielding the sov- 
ereign power that customer can do just about 
as it pleases with respect to its needs and 
demands. Which means that not even this 
one is a sure customer. 

* * * 

No more unfair or deceptive charge ever 
has been leveled against American industry 
and American business men than the accusa- 
tion of being unwilling to take the normal 
business risks of the defense program. The 
risks they are trying to minimize—they can- 
not possibly avoid them all—are very special 
and extraordinary risks indeed. So clearly is 
that true, that I doubt very much whether 
such questions and charges ever would have 
risen were it not for the fact we are engaged 
in a political campaign. 

Already some of industry’s great units have 
gone ahead with the building of new facilities, 
the purchase of special materials, and the 
actual production of armament in the face of 
all risks, gambling that their government even- 
tually would work out some reasonable plan 
to protect them against excessive loss. Others, 
doubtless will follow suit. 

But many other companies, for one reason or 
another, are not in position to do that. So 
before they begin to expand their facilities 
to handle defense contracts, they have asked 
their only potential customer for those new 
facilities to guarantee them—not excessive 
prices, not exorbitant profits, not immunity 
from taxation, as we are being told, but simply 


against the excessive losses that may result 
from very extraordinary conditions. 
* * 

As this is written, it looks as though the 
legislation and the rulings necessary to ac- 
complish this purpose soon will be forthcom- 
ing. Thoughtful and responsible officials of 
the government understand the situation and 
what is needed. But, unfortunately, their un- 
derstanding and action will not quiet the pro- 
fessional business-baiters. So long as those 
gentlemen have their own interests to serve, 
so long as political excitement makes it easy 
to whip up public demand for a scapegoat to 
atone for Sesnpeledion rogress with the 
defense program—just so long will the busi- 
ness-baiters find a receptive audience for their 
criticisms. 

All of which suggests that business men 
must carry at this time a double responsi- 
bility, in addition to their obvious obligation 
to do the very best job they know how on 
their individual parts of the defense program. 

The first of these added responsibilities is, 
of course, to avoid any possible basis for 
the charge that industry is exploiting the de- 
fense program in behalf of excessive profit, 
unfair treatment of labor or any other un- 
worthy self-interest The second is to see 
that the man in the street knows and under- 
stands all that I have tried to set down in 
the foregoing. 

For the man in the street is deeply involved 
in all this. He is “in the street” only to the 
political orators. To the rest of us, he is 
the man in the factory, the man on the truck, 
and the man behind the orders that industry 
fills. In short, he makes up this living Ameri- 
can industry on whom the politician’s charges 
spatter. As an employee he has a stake in 
the solvency, the security, and the reputation 
of the very plants at which criticism may be 
directed. Knowing the facts, he can answer 
the critics so far as his own plant is con- 
cerned and can see how the same kinds of 
facts apply to all industry. If he is a customer, 
suffering inconvenience as a result of the 
plant’s service to national defense, a knowl- 
edge of the facts behind the plant’s problems 
will help to make him a defender rather than 
a critic of responsible business management. If 
he is a neighbor in the community, the facts 
will equip him to be an interpreter of in- 
dustry’s problems to the people of the home 
town. 

* * 

In this national defense effort, business en- 
ters into a new partnership with government, 
but, more importantly, into a deeper partner- 
ship with the American people. It is more than 
ever essential that it take all of the American 
people into its confidence, beginning with the 
people in its plants and going out through 
the ranks of its customers and its community 
neighbors to show them that they have a com- 
mon interest in seeing that the task of na- 
tional defense is undertaken in the American 
way. 

As we all know, there are in this country 
some people who would like nothing better 
than to see American industry fail in this 
supreme test of service to the nation. They 
will watch with jealous eyes every move 
of every ——7 that is engaged on a defense 
job. They will disparage its achievements, ex- 
aggerate its shortcomings, and distort its 
motives. For they would like to make over 
American industry to their own pattern, and 
they’ll never have a better chance to get 
started with it than has been opened up by 
the national emergency. Or so it looks to 
them. 

So, great as are the business hazards of the 
defense program for the individual business 
man, even greater hazards are involved for 
American industry as a whole. But, knowing 
the temper of American industrial leadership 
as I do, I am confident that it will handle its 
defense assignment with credit to itself and 
with great advantage to the nation that it 
serves—whether in war or in peace. 

_To help in that supreme test is the opportu- 
nity and the privilege of the McGraw-Hill 
organization. 


President, McGraw-Hill Publishing Company, Inc. 


This message is appearing in all McGraw-Hill industrial and business publications, reaching over a million readers. 
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| This poster appeared in Buffalo theatre 
lobbies two weeks in advance of the 
electric roaster school, 


ECAUSE the electric roaster is 
B becoming an important item in 
the line of the electrical ap- 
pliance dealer, the Electrical Associa- 
tion of the Niagara Frontier this 
Summer gave the appliance the most 


hextensive promotion campaign it has 
pever had. 


Spearheading the drive was a series 
of ten Electric Roaster Cooking 
Schools in Buffalo community theaters 
where more than 17,000 people got a 
20-minute sales talk on electric roast- 
ers in the guise of a radio broadcast. 

The association put large posters in 
the theaters two weeks in advance of 
the school advertising its coming and 
the fact that prizes would be awarded. 
A trailer was run in each theater for 
two weeks in advance of the school. 
The association ran ads in the com- 


/munity newspapers prior to the school 


and dealers were encouraged to fol- 
low suit. The association’s ads merely 
told about the Cooking School while 
the dealers’ ads emphasized that they 
had roasters for sale. 

Dealers also were furnished with 
banners for their windows and special 
toaster displays were arranged. In 
cases where dealers were near the 
theater in question, special sidewalk 
displays and demonstrations were held. 
Dealer meetings were held prior to 
the campaign and jobber-manufacturer 
salesmen covered all dealer outlets to 
secure as much cooperation as possible 
In promotion and cooking demonstra- 
tions, 

The Cooking Schools were held 
during the interval between the two 
regular evening performances when 
attendance in the theater was heaviest. 
Each theater received 10,000 tickets 
which were distributed a week to 10 
days before the cooking demonstration 
as well as on the school night. 

_ The department stores also aided 
in the campaign by advertising in 
the metropolitan papers and putting 
special emphasis on roaster merchan- 
lising. While the campaign was pri- 


Community movie houses hired by Electrical As- 
sociation to get story over to 17,000 prospects 


BuFFALO TRIES 


Roaster Cooking 
Schools 


Left to right: Miss Laura Rischman, director of the Modern 
Kitchen program; D. B. Millar, Mrs. Dorothea Wallace, home 


economist and Charles S$ 


marily a Summer effort, its effects 
are expected to be felt during the 
Thanksgiving, Christmas and New 
Year’s Day holiday periods when 
roasters are in heavy demand for the 
preparation of turkeys. 

The Buffalo Niagara Electric Cor- 
poration cooperated with the associa- 
tion in sponsoring the campaign by 
providing the personnel for the radio 
skit which took place on the stage of 
each of the ten theaters. 


dian, all of utility. 


The Radio Cooking School was un- 
der the direction of Miss Laura Risch- 
man, director of the WKBW Modern 
Kitchen program, a regular local radio 
feature. The cooking School program 
lasted for half an hour. Miss Risch- 
man introduced the guest speaker for 
the evening. 

On a table were six electric roasters, 
each filled with a different delicacy. 
The guest speaker of the evening 
spoke first to the gentlemen in the 


Part of the 17,000 potential buyers these sales talks hit. 
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Miss Rischman and Mrs. Wallace hold a mirror behind one 
of the roasters so that the audience may see its contents 
from their seats in the theatre. 


audience, telling them of the conven- 
ience and comfort of electric roaster 
cooking, especially during the hot 
Summer months. 

Then, taking one roaster at a time, 
she lifted the cover and described the 
contents to the audience. In the first 
roaster was a 16 pound turkey; in 
the second three loaves of home-made 
bread; in the third a complete meal, 
consisting of roast chicken, potatoes, 
peas and beets; in the fourth, baked 
ham, in the fifth six quarts of canned 
pineapple, and in the sixth Boston 
baked beans. 

As she lifted the covers, the speaker 
described how the roaster was adapted 
to do each particular kind of a cook- 
ing job. During the middle of the 
demonstration, Miss Rischman inter- 
jected the fact that the Electrical As- 
sociation of the Niagara Frontier had 
made it possible to purchase one of 
these roasters for a first payment of 
$1.95 and after that only $1 per month 
for 12 months. 

Merrill E. Skinner, vice-president of 
the Buffalo Niagara Electric Corpora- 
tion, is president of the Electrical As- 
sociation of the Niagara Frontier and 
Samuel S. Vineberg is secretary. 
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The beautiful new HARVESTER is the most exciting FALL SPECIAL 
Westinghouse Range retailers have ever had. No other Westinghouse 
Range has ever offered so much in styling and features for so little money! 
It’s just what you need to hit a new high in electric range sales and 


profits this fall. Get complete specifications and prices NOW! | 
TUNE IN “MUSICAL AMERICANA; N. NETWORK, COAST-TO-COAST, EVERY TUESDAY EVENING 
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an Eye on Kind of 
Utensils Used 


Electrical Dealers Selling 


Ranges Should Keep 


and Pans 


ARE IMPORTANT, TOO 


O one can ever tell what angle an 

appliance owner is going to 
Bpring in his own home. There is the 
se of a negro mammy down in 
ouisiana who turned on her electric 
ange and found it stayed hot for two 
nonths; there have been attempts by 
vomen to leave their electric refriger- 
tor door open with the idea of cool- 
ng the entire kitchen. 
In the installing of an electric range 
here are factors that cannot be antici- 
ated by the factory, R. H. Schne- 
erger, formerly of the service de- 


partment of Edison General Electric 
Appliance Company, declares. For ex- 
ample, the floor on which a range 
rests may not be level; the oven rack 
may not be inserted level or it may be 
bent out of shape. But assuming that 
the installation is as good as the manu- 
factured article itself, there still pop 
up cases where the owners produce re- 
sults that are not according to Hoyle. 

Perhaps the most important, yet 
sometimes the least considered, angle 
is the subject of pans. Most dealers 
are aware of the difference in the 


—, 


Notice how much better the black side of the cake 
pan bakes than the bright. 


the cake batter rises. 
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See, also, how unevenly 


baking of a cake in a blackened pan as 
compared with baking a cake in a 
bright pan. These are two extremes 
about which there should be no ques- 
tion. However, there are a number 
of variations between these two ex- 
tremes which may not be readily ap- 
parent in analyzing a complaint, but 
which are very important as to the 
results to be obtained. 

The use of aluminum pans in cake 
baking is recommended by most range 
manufacturers. While almost any 
aluminum pan will give satisfactory 
results under most conditions, one 
thing that is not appreciated is the 
fact that there will be a difference in 
the results from the different quali- 
ties of aluminum pans. The amount of 
heat they absorb—called “Emissivity” 
—determines the color of. a cake, 


which is the. most popular method of © 


comparing baking results. For ex- 
ample, the emissivity of water is 
about 95 per cent; that is, 95 per cent 
of the heat coming in contact with 
the water will be absorbed by it. The 
top of a cake can be considered the 
same as water. The bottom of the cake 
depends for its absorption of heat en- 
tirely on the nature of the material of 
the pan in which it is baked. Look at 
the way these different materials ab- 
sorb heat: 


95%, 
Cast iron: 
Totally blackened ................95% 
New unpolished .................44% 
New polished _.. 


Aluminum: 
Very dull, uesd, stained... .........20% 
Bright, polished 
Anodized oxide finish (Alumilite)...79% 


Tin: 
Bright, new ....... 
Used, dull, blackened........ .. 10% 


Note: A new bright cake pan will produce 
a cake with a pale bottom, 
The same pan well seasoned—by 
greasing it and burning it off in a 
hot oven—will produce a cake with 
a dark bottom (with all other con- 
ditions being the same as previously). 


Although there may not be a great 
deal of difference between aluminum 
pans used in the baking operation, it 
is very apparent that if we use 
brightly polished aluminum pans or 
cookie sheet for example, the bottoms 
of the finished product will not be as 
dark if they were baked on the very 
dull aluminum pan or sheet or in 
utensils of blackened iron or steel. 
It is obvious that no manufacturer can 


turn out a range which will give the 


same type of browning with utensils 
that vary in their heat absorbing 
qualities. 

Very lightweight pans, due to their 
poor distribution of heat, may pro- 
duce a mottled appearance on a cake 


‘bottom. This is particularly noticeable 


with the use of a light weight bright 
new pan. 

Most housewives have some stand- 
ards of perfection of their own. The 
job of the salesman is to advise her 
how to reach this standard. There are 
four variables which must be consid- 
ered in producing such a result. They 
are: (1) The recipe; (2) Materials; 
(3) Manipulation, and (4) Measur- 
ing. 

With any kind of recipe, it is obvi- 
ous that if different materials are used 
the type of cake produced will not be 
the same. In order to eliminate dis- 
crepancies, it is necessary to check 

(Please turn to page 103) 
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Across the country, UNIVERSAL representatives 
have asked Universal dealers, “What kind of range 
year is 1940?” They have gotten this one answer! 


UNIVERSAL Electric Range Sales are up! Dollar volume has hit 
new peaks! Profits have stratesphered to all-time highs! 


First in Sales Features and Design 


Dealers everywhere credit UNIVERSAL’S year-ahead styling, 
speed and economy plus its many amazing features like Mult-I- 

eat Control with 101 top-of-range heats for making this their 
banner range year. 


Fall Sales-Producing Strategy Features 
M. K. B. Tie-In 


UNIVERSAL’S big fall sales-making magazine and newspaper 
omotional campaign, plus a sure-fire tie-in with Modern 
itchen Bureau’s fall range drive, plus the UNIVERSAL Election 

Contest, plus cooperative campaigns, direct-mail pieces, sound- 

slide films, visualizers and radio announcements — will bring 

customers to the point of sale. . .and make sales come easier. 


To the electric range dealer, a UNIVERSAL franchise spells 
opportunity. It enables you to do business as you want to do 
it. You can be sure of the product you sell. You can be sure 
of full profit-margins. For complete details, wire or write your 
UNIVERSAL Distributor or LANDERS, FRARY & CLARK, New 
Britain, Conn., today. 


THE TRADE MARK KNOWN IN EVERY HOME 


Why Universal Electric Dealers Say: 


Range Year Yet!” 


Proof... and MORE Proof of 
Bigger Sales and Profits 


“UNIVERSAL’S new Mult-I-Heat Control is 
the greatest advancement since the Economy 
Cooker. It has increased my sales 300% 


over 1939.” 
B. E. PALMER 


ED. PALMER 
Asheville, N. C. 


“I’ve found that UNIVERSAL’S new Super- 
Heat Unit has speeded up electric range sales 
and helped make 1940 my biggest year.” 


HARRY TAUBMAN 
Wm. Taubman and Sons, 
Hartford, Conn. 


“One look at the modern features and beau- 
tiful appearance of the 1940 UNIVERSAL 
starts women saying, That’s the range for me!” 


ALAN A, SIGRIST 
Sigrist Furniture Co. 
Fort Wayne, Indiana 


“We are the largest electric range dealer in 
the city of Buffalo and attribute this volume 
to the many exclusive UNIVERSAL sales fea- 
tures that make this range a year ahead of 
the competition.” 
DON. E. STRICKLAND 
Taylor-Strickland 
Kenmore, N. Y. 


ese ranges are making sales history for '40. Model prices and step-up features make it easy to sell up 
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The Matchless Home Exhibit of Los Angeles is 


More Than a Year Old 


and Still Going Strong 


Keeping 


ina MODEL HOM 


“Electric eye" control of garage gates is 
mechanically when car passes over plate in 


N electrical home exhibit is 
usually a temporary affair, 
running in most sections for 

two or three weeks or, under favorable 
conditions, for a month or two. Down 
in Los Angeles they have a model 
home which has been open to the 
public now for more than a year. It 
has attracted about 175,000 visitors to 
date—and is still bringing them in at 
the rate of from 200 to 400 a day. 
How is it done? 

The “Matchless Home”, as it is 
called, was first shown under the 
auspices of the Electrical Develop- 
ment League of Southern California at 
the Los Angeles Home Show, which 
opened on May 12, 1939. It ran here 
for about a month, with a registered 
wee © attendance of about 50,000 visitors. 
It was no mere booth, but a com- 
P plete home, constructed for actual 
outdoor use—and when the exhibit 
was over, the League decided to put 
iton rollers and to move it to a vacant 
lot not far from the downtown shop- 
ping center. This property is part of 
the grounds of a small substation 
owned by the Bureau of Power and 
Light. It was necessary to turn the 
house sidewise to get it on the lot, but 
otherwise there was ample space for 
the home, garden and garage. The 
substation, which faces on another 
street from that used as an approach 
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one of the unusual features. Gates close 
left foreground. 


to the house, stands inconspicuously in 
the rear and, indeed, serves as part of 
the exhibit by furnishing a vacant 
room for the display of various lines 
of electric ranges. A hostess is in 
charge of the home—and usually there 
are one or two other representatives 
of the League or of the Bureau of 
Power and Light somewhere about the 
premises. 

The remarkable record of continu- 
ing attendance may be attributed to the 
two facts that the house is really worth 
a visit and that something new and of 
interest is usually going on there. It 
is not merely a bungalow of attractive 
architecture with a few more con- 
venience outlets than is ordinary—it is 
really the “Home of Tomorrow”, con- 
taining a host of gadgets and ideas 
which suggest desirable possibilities 
to any home owner. Architects are 
among its most interested visitors. 
Most of the ideas presented are elec- 
trical, such as the electrical cords 
which roll away out of sight in the 
kitchen, the revolving storage “gar- 
age” for the electric mixer, which 
swings it back out of sight when it is 
not in use and the special compart- 
ments in the storage cupboards for 
electrical equipment. There are also 
many items which are merely good 
architectural stunts. The card table 
(Please turn to page 98) 


Even the garden of the Matchless Home is made a center of attraction with 
neatly-labelled plants. Garden clubs meet here regularly. 


Opening garage doors is also accomplished mechanically by stopping at this post and 
turning button which actuates the mechanism of the doors. 


The electrically operated tool exhibit in the garage of the Matchless Home is one of 
the features which attracts the men's attention. The drill press is in use. 


Here is a class of men learning lessons in wood-working at the garage. The use of 
power-operated tools is taught in the evenings. Model kitchen is at rear. 
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‘OME UP AND SEE 
ME SOME TIME. /Li 
SHOW YOU HOW TO 
TURN WASH-DAYS 
(NTO FUN-OAYS 


UNION ELECTRIC CO. OF MISSOURI, 
Union, Mo.—Lipstick, some color paper 
strips and a washer in an original and 
attractive window. 


MAXWELLS, Greensburg, Pa., Above—A unique 
window consisting of a large turntable showing an 
antique ABC Model, spotlighted with varied colored 
lights. At the low dimming point, the turntable 
swung around and presented a 1940 home laundry. 


AUSTIN APPLIANCE CO., Denver, Colo., Below 
—"A Good Clean Line"—letters in color were placed 
on a line of quest towels. Blower fans created action 
to this display with the waving of the towels. 


CONSUMER POWER COMPANY, Jackson, Mich.—This 
unique window, very colorfully and artistically arranged, 
shows a washer and ironer placed upon stacks of huge, 
colorful poker chips. The wording symbolizes the story. 


we 
9 Without an ABC am id 


PENNSYLVANIA POWER & LIGHT CO., Emmons, Pa.— 
The nationally popular radio hour “Information Please” 
represented unusual originality with a telephone switchboard 
tying-in specific sales messages to the housewife. 


A BC National Window Contest Brings Out Original Window Ideas 


LTORFER BROS. COMPANY, Peoria, 
Illinois, manufacturers of ABC Washers and 
Ironers, has announced the winners in the nation- 
wide window display contest which was a feature 
of the “ABC Anniversary Sales Jubilee” cele- 
brating ABC’s 31 years of progress in the Washer 
and Ironer Industry during May and June. 

The judges, Katherine Fisher, Director Good 
Housekeeping Institute; Ada Bessie Swann, 
Home Service Center, Woman’s Home Com- 
panion; and L. E. Moffatt, Editor, ELectricaL 
MERCHANDISING, met in New York in July and 
selected from over 400 entries the winners 
shown on this page. 


POWERS FURN. CO., Portiand, Ore., Above— 
The centerpiece in this photograph consisted of a 
frame eight feet long, five feet high, and six feet 
deep. Behind the frame, a beautiful floral garden in 
many colors was placed, with a figure of a bride. 


DAY'S HOME FURNISHINGS, Sanger, Calif., Be- 
low—This window portrays an old 1914 model ABC 
as well as another antique of later years. In the 
center is the glorified 1940 Model. 


Entries were received from ABC dealers from 
practically every state in the Union. Hundreds 
of unique and exceptionally well conceived dis- 
plays were submitted, making the task of the 
judges not an easy one. Photographs of win- 
dows submitted ranged from the humorous aspect 
to the serious side of doing the laundry at home 
with, of course, the advantages of doing it with a 
modern ABC Washer and Ironer. Subjects 
ranged from the early pioneering methods to the 
ultra-sophisticated way of doing the laundry, ef- 
fortlessly and inexpensively, with modern ABC 
Home Laundry Equipment. Practically every dis- 
play selling technique was employed. 


WEIS & FISHER, Rochester, N. Y., Above—On one 
side of the window is shown a modern housewife 
ready to leave her modern laundry with two matinee 
tickets in her hand, while on the other side is depicted 
the drudgery of the washerless home. 


J. BULLING & SON, Hastings, Mich., Below 
—Local color and interest. Although difficult to see 
in the photograph, a striking centerpiece consisting of 
two large 42-pound muskellunge caught in the vicinity. 
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Look to Briggs ¢ Stratton FOR THE UTMOST 
IN PERFORMANCE AND DEPENDABILITY 


Look with confidence to Briggs & Stratton air- most exacting power and performance demands. 
cooled gasoline motors—the best known name You can expect and get more horsepower per 
in its field — for the latest dollar — greater operating 
and most advanced develop- range—more flexible power 
ments—for every application — more motor value from 
requiring 24 to 6 HP. Briggs & Stratton. Machines 
The Briggs & Stratton organi- and equipment that require 
zation — with its outstanding gasoline motor power in the 
concentration of technical 24, to 6 HP range, will do a 
knowledge and experience, better job—at lower cost— 
its modern plants, equipment, "Guigk anakiees when they are powered by 
and skilled workers — builds Briggs & Stratton. 


gasoline motors which are BRIGGS & STRATTON CORP. 
more than equal to today’s Milwaukee, Wis., U. S. A. 


STANDARD 
EQUIPMENT ON 


@Lown Mowers ® Tractors, Cultiva- 
tors © Washing Machines, Milk Cool- 
ers © Sprayers, Dusters, Sorters, 
Conveyors @ Grinders, Mixers, Pul- 
verizers, Graders © Pumps, Water 
Systems, Compressors ® Milking Ma- 
chines, Seporctors, Chorgers © Con- 
tractor ond Railroad Equipment ¢ 


IT’S POWERED RIGHT WHEN IT'S POWERED BY BRIGGS & STRATTON 
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N the printing business every be- 

gimner who sets type is told to 

follow copy, that is, set the word- 
ing just as written. The classic yarn 
of the trade is of a serious minded 
young apprentice, who followed in- 
structions. The wind blew his copy 
out a second story window, and in 
jumping after it—he was told to fol- 
low it, wasn’t he ?—the lad broke his 
neck, 

Now Joe Martin, who manages the 
major appliance department of the 
H. & S. Pogue Department Store in 
Cincinnati doesn’t go as far as this 
in telling his boys to follow the user. 

Go after your old customer, never- 
theless, is one of the ten command- 
ments of the Pogue system. It is the 
key to the renaissance that has swept 
over the major appliance department 
of Pogue’s in recent years. “Don’t 
forget, boys, once you sell a customer 
something, you can sell him again,” 
Joe Martin remands them, “the ice 
is broken and the door is open to you. 
I want you to get in touch with all 
your old customers every time we get 
a new proposition. There are 50,000 
people who have done business with 
Pogue’s, and they form the market 
for you to work on.” 

Seven years ago Joe Martin came 
to the store as part of a General Elec- 
tric leased When the 
store tock over, Joe Was given his 
head in running the department. He 
kept with him seven veteran 
men, 
against 
year around 


department. 


sales- 
These mien all have a draw 
work the 
No morning glories are 


commissions and 


brought in during the busy season to 
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Joe Martin believes 


in giving his sales- 


— men all year jobs 
and encouraging them to 
maintain personal con- 
tacts. Below: Pogue's has 

no testing laboratory, and there- 

fore sticks to time proved brands. 


OLD CUSTOMER 


Pogue’s, Cincinnati Department Store, Finds Success 
in Following Up Users with New Merchandise 


cut down on their regular incomes. 

The men work four days on the 
floor and two out. Refrigeration spe- 
cialists have three on and two out. 
Letters go out to old customers under 
their signature. They operate under 
different rules than other divisions of 
the store. 

“We have no testing laboratory,” 
Joe Martin told EtecrricaL Mer- 
CHANDISING, “so we stick to proved, 
dependable merchandise like ABC 
Washers, Bendix, General Electric 
refrigerators. When Bendix was new, 
we got hold of their sales manual and 
I personally put the boys through a 


course of sprouts—which may account 
for the luck we have had with it.” 
The store reports that electrical 
trade-ins are coming in in increasing 
numbers with new refrigerator sales. 
Originally Joe Martin signed up with 
an outfit that agreed to take the 
trades off his hands at blue book value, 
plus a $1.25 hauling charge. This 
fell through because local dealers were 
giving more than blue book and the 


reconditioner couldn’t get enough 
boxes at the right prices. 
During the 1940 season Pogue's 


has been following this trade-in plan 
on refrigerators: 

Nothing is allowed on trades where 
the model purchased sells for less than 
$100. On new deals priced from $100 
to $150 the blue book allowance is 
given for a trade. On new boxes list- 
ing at from $150 to $170, the trade 
is blue book plus $5. From $170 to 
$200 the deal is blue book plus $10, 
from $200 to $225 blue book plus 
$12.50, and where the sale runs over 
$225 it is blue book plus $15. On 
failed sealed units or remote loca- 
tions a $5 deduction is made where 
new purchases are priced at less than 
$175, and $10 if they go over this 
mark. No trade-in allowance is made 
on orphans. 

Used refrigerators accepted in trade 
are reconditioned by Rash-Savile- 
Crawford for Pogue’s, at a cost of 
$10 for a dress-up, $15 for a fix-up 
and $20 for complete reconditioning. 
These old models go on the floor and 
bring from $30 to $49. Pogue’s can- 
not get enough of them. 

A radio record department is bring- 
ing in a lot of floor traffic these days, 
and is incidently the fastest growing 
thing on the place. Model rooms at- 
tract more people, and a lot of folks 
wander in from force of habit, Pogue's 
having been in business in Cincinnati 
for fifty years. Advertising of the 
major appliance department is run 
constantly. 

Joe Martin has one bright idea 
which he passes on. “People hate to 
go on an empty floor,” he said. “When- 
ever things are dull I tell one of the 
sales girls to stand by an opened re- 
frigerator door and do her visiting. 
It's good psychology and you would 
be surprised at how it attracts others.” 
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Exterior of the showroom 
which adjoins filling station. 


OU’'VE all seen the refriger- 

ator ads in the Saturday Eve- 

ning Post, sponsored by the ice 
people—“*Look At All Three.” Well, 
we've recently come across a distrib- 
utor-dealer in the electrical field who 
can truthfully say to his prospects 
“Look at all three right here in this 
showroom.” 

You might say that the company 
got into the electrical field by the 
back door route. Their business used 
to be—and still is—coal and ice—the 
Manchester Coal & Ice Co., Manches- 
ter, N. H. They still sell more coal 
and ice than anybody else around for 
miles. But they also sell ice refriger- 


Ned Norton personally takes an in- 
terest in every appliance adjustment. 


ators to take the ice; coal stokers to 
take the coal; oil burners to take oil 
which they also sell; and gas ranges 
to take bottled gas which they sell, 
too. So they get the customer coming 
and going. 

The anomalous position of the 
company in selling competing forms 
of fuel and competing types of equip- 
ment to utilize the fuel doesn’t feaze 
A. J. Precourt, the president or Ed- 
ward A. “Ned” Norton, his son-in- 
law and vice-president. Big, burly and 
genial, Ned Norton has heard all the 
arguments pro and con and always 
cames back to the only possible 
answer: the company is selling both 
goods and services and it’s not their 
business to spend a lot of time con- 
vincing the housewife that the method 
or the type of appliance she is either 
buying or using is wrong, but to 
sell her what she wants. 

“Well,” we asked, “when you have 
a prospect for a refrigerator which 
do you show her first—the electric, the 
ice or the gas?” 

“When you came into this show- 
room in the first place,” Mr. Nor- 
ton countered, “what was the first 
thing you saw?” 

We took another quick look at the 
front door and, sure enough, all you 
could see was a solid line of electric 
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and this Manchester, N. H. coal and ice company mean it . . they sell ‘em all 


refrigerators, electric ranges, wash- 
ers and ironing machines. We nodded. 

“You've answered your own ques- 
tion,” he said. “I don’t think there is a 
man working here who hasn’t an 
electric refrigerator in his home. And 
the first thing a prospect is shown 
is the electric refrigerator. All the 
talking is directed to end that a 
sale of an electric is made. But if the 
customer has definite ideas about an 
ice refrigerator (Coolerator) we are 
just as pleased to go over the model 
with her. The main thing we are 
concerned with is in making a sale.” 

The same system is used with elec- 
tric, gas and oil ranges. Here the 
major part of the business is in com- 
bination ranges—coal-electric,  oil- 
electric, etc. (Kelvinator, Andes, 
Round Oak). About the only items 
sold which do not have some other 
fuel competition are washers and 
ironers which, like the refrigerators 
are of the Kelvinator brand. 

The company got into the mer- 
chandising business in a somewhat 
roundabout fashion. The Coolerator 
people, Mr. Norton reminisced, we 
trying to close out a bunch of boxes 
they had built and offered them to 
ice retailers for their personal use 
at an attractive price. Taking a 
chance after canvassing the pros- 
pects in the shop, they ordered six. 
They went so fast that within a year 
they had ordered an entire carload. 

Even today, Ned Norton feels, the 
present relatively low saturation of 
electric refrigerators in Manchester 
and the surrounding countryside is 
due to his early efforts in ice merchan- 
dising. And this from an electrical 
refrigerator distributor ! 

Having started merchandising in 
a small way from a corner of the 
coal and ice office (oh, yes, there’s 
a filling station, too, just to round 
things out!) where Ned Norton per- 


sonally made most of the sales, they 
began to branch out with a large 
showroom where a real display and 
a separate selling end of the business 
for appliances could be maintained. 
Today, the layout of the appliance 
merchandising end of the Manchester 
Coal & Ice business is one of the 
most impressive in the East. The 
showroom itself is air-conditioned be- 
cause the company sells air condition- 
ing along with other things; a long 
line of display windows catch the eye 
of passing motorists—to say nothing 
of those stopping for gas and oil; 
and the amount of stock in the show- 
room justifies the company’s boast of 
being the headquarters for every type 


Ned Norton, left 
and Harry Paquin, 
star salesman, pause 
for a picture. 


of refrigeration, cooking appliance 
laundry equipment and air conditior 
ing in town. 

They maintain a staff of outsié: 
salesmen who have been with the 
for years and whose incomes, work 
ing on a straight commission basis 
would seem to negate most of th 
talk one hears about the starving 
appliance salesman. They advertix 
consistently from day to day in th 
newspaper—ads which Ned Norto: 
writes himselfi—and on the rad 
from time to time—in which Ne 
Norton takes a major part. The resul! 
is they do an impressive volume 
appliance business—in addition 
coal, ice and oil. 


Combination ranges 
go big in the Nev 
Hampshire country 
Here's Ned Norton 
with an Andes 
model. 
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Seu HAMMOND CLOCKS and ring up a full profit on every sale! 


Enjoy these Hammond advantages, unparalleled in the clock business: 


Outstanding new designs... Full profit on every clock 
... Minimum inventory—17 models fill every need— 
no dead stock... Alarm at no extra cost... Full 
year's guarantee ... Slow-speed motors for quiet 


operation and long life... Hammond acceptance. 


A ST- Ss EL LI NG. — a The big clock selling season is here. Order Hammond Clocks now 
ee : from your jobber. 
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se = ‘ The Riviera, a superbly graceful design for table and desk. Case: 
yn basis satin finish, gold-plated. Metal feet, black oxidized aluminum dial 31346" x The Fantasy, a charming, modern alarm. Molded plastic ivory case 
t of the 5%s""; gold finished numeral frame. Gold color metal satin finished hands; with 3'<"' ivory dial. Gold-colored metal hand-spun finished bezel. Black 
starving black second hand with gold color tip. Movement: slow speed synchro- hands, gold color second hand. Movement: slow speed synchronous. An 
advertis nous. Alarm at no extra cost. Size: 4™y2" high, 6%" wide. Standard alarm at no extra cost. Size: 415.0” high, 4%" wide, 12440" deep. 
y in the package, 4, weighs 10" Ib. List price, $9.75. Standard package, 6, weighs 11 Ib. List price, $3.25. 
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The Luna, an especially distinctive bedroom clock, with the exclusive 


The Dayton, a beautiful mantel clock with automatic calendar. Case: Hammond soft glow dial. Solid mahogany case. Amboyne burl finish face 
selected striped mahogany veneer. Face: 4-piece matched genuine with inlay design border. Translucent plastic dial, 3!x"’, illuminated with- 
sapeli with solid mahogany base. Silver plated satin finish, gold-colored out glare by tiny bulb. Gold color metal polish finished bezel. Black 
numeral frame, 514" x 34". Black hands with gold-colored second hand. hands with gold color second hand. Movement: slow speed synchronous. 
Movement: slow speed synchronous. Size: 5°." high, 7146" wide, 3932" Alarm at no extra cost. Size: 5'y2" high, 5°16" wide, 2%" deep. 
deep. Standard package, |, weighs 4", Ib. List price, $12.50. Standard package, 4, weighs 10 Ib. List price, $7.95. 


yn ranges 

Nortor MAKERS OF THE HAMMOND ORGAN 
Andes 2915 NORTH WESTERN AVENUE 

STRUMENT COMPANY CHICAGO, ILLINOIS 
AND THE NEW HAMMOND SOLOVOX pet 3 
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and Money 


ON INSTALLATIONS OF 


1PLUGS INTO ANY 
STANDARD OUTLET 
— without wiring! Like a 
floor lamp. 


2. No Electrician necessary to 
install. 


3. Approved by Underwrit- 
ers Laboratories, Inc., for 
perfect safety on home use. 


4. Dealer’s Heater Service 
Man can make complete in- 
stallation without outside 


help. 


$. 


fp) Heater Control Accessories... 


“PLUG-IN” 


TRANSFORMER 


A typical A-P DEPEND- 
ABLE Product — sturdy, 
durable, built for long 


service. 


Easy to Install. Just plug 
the Transformer into any 
wall outlet and connect to 
A-P Wall Thermostat and 
Electric Heat Control Unit 
on Heater. 


Move heater and Controls 
as easily as a floor lamp. 


> A-P Thermostatic Heat Regulator Sets — 


Oil Heater 


Automatic Control Accessories — are 


equipped with this new A-P “PLUG-IN” Trans- 
former! Write today for Bulletins that help you to 
greater Sales and Profits on Oil Heaters. 


For more satisfied users and additional profit, display and talk 
A-P Automatic Temperature Control Accessories 12 Months a Year! 


AUTOMATIC PRODUCTS COMPANY 


2400 NORTH 
MILWAUKEE 
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THIRTY — SECOND 


STREET 
WISCONSIN 


‘Town Smokestacks 


are LIPOFF 
to Credit 


You pre-test your prospect and save your 
own time and energy, advises, W. E. Foley 


Indianapolis Finance Man Urges 


Grouping of Prospects by Industries 


LAD with the best intentions 

in the world, working for a 

factory that is on strike or 
closed down, can’t meet his appliance 
payments. 

That was the observation of a 
Kokomo, Indiana, dealer who not 
long ago observed how closely his 
prospects were linked to the half dozen 
or so leading industries of the city. 
Taking a piece of cardboard he drew 
up a list of these firms, in columns, 
and whenever he heard or read any 
news about the industry’s status he 
jotted it down. For example, one firm 
might get a war order and start fran- 
tically hiring men. Another firm, 
due to the chinch bug disaster in the 
farming section might be laying them 
off. A third might be out on strike. 

When a prospect walks into the 
store and is closed the dealer always 
asks him what firm he works for. 
lf it was for one that was in trouble 
or slowing up, the merchant asked a 
stiffer down payment or all cash. 
That item was going to be hard to 
collect for. When the new customer 
mentioned a firm that was booming 


SEPTEMBER, 


Standing 


limit on credit 
The dealer’s unusual freedom fro 
credit losses awakened the interest 
W. E. Foley, branch manager for t! 
First Bancredit Corporation of bh 
dianapolis. Mr. Foley looked 
the situation and found that keeping 
tabs on the industrial situation enable- 
the dealer to smooth his campaigning 
When a strike besets a town he ca’ 
switch over on his prospect list fro: 
firms in trouble to letter 
school teachers, police, etc. 
sult he will have few reverts. 
The trend, said Mr. Foley, in appli- 
ance selling is to sound neighbor- 
hood dealers. They send in the clea: 
est sales. Short margins today 
making dealers more critical of sale: 
and trades. Department. stores, 
the other hand, are taking deals toda) 
to get people on their book 
Finance firms, by and large, are lvs- 
ing interest in appliances, Mr. Foles 
says as there isn’t enough money 
them any more to be exciting. 1 
whole action is tending to squec ze 
down the looseness that prevailed d 
ing the recent years. 
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Pre-Testing Questions 
For Low Income Prospects 


1 Who do they rent from? 
(Low income neighborhood 
will give you an angle) 


2 Where do they work? (Con- 
dition of corporation will tell 
what the prospects are) 


3 Have they a car? 


4 Where do they cash checks? 
(A grocery, drug store is no 
good). (A time payment 
place is O.K.) 


5 What is income? (Good 
question to ask: "What do 
you want me to put down 
for your income?" This is 
better than asking what do 
you make?) 


6 Two references (Installment 
houses preferably. No board- 
ing housekeepers, cab driv- 
ers or political people are 
good as references} 


7 How many children? (This 
is important since low in- 
come people cannot buy ap- 
pliances and have a lot of 


children) 


8 Does the prospect get any 

money from annuities, pen- 
sions or insurance com- 
panies? (This is very 
important as it indicates un- 
seen income, and if you can 
learn where they cash checks 
so much the better) 


‘Pre-testing the prospect by learn- 
g where he works, and where he 
ives, is the coming thing in appli- 
nee selling,” Mr. Foley thinks. It 
possible for an intelligent dealer 
» know exactly what kind of a deal 
¢ can make. The First Bancredit 
ad to reject 20.9 per cent of the 
939 deals coming in, which indicates 
growing criticalness on the part 
i the finance house to the low income 
roup. It is up to the dealer to 
ather more data on the low income 
rospect if he wants to save his time 
nd money and energy. With so many 
‘ing rejected, pre-testing becomes a 
ecessity. The job is not to sell any 
ore, it is to discover customers who 
in pay out. 

Knowledge of the prospect’s age 
‘ese days is important, says Mr. 
oley. Young people frequently do 
ot know how to live on their salaries, 
) into debt and lose out. Youth is 
liability then. Older. people have 
‘arned how to cut corners and not 
t the outgoing exceed the income. 
ge is in their favor. 


™ years have passed since this couple 
first made toast in an electric toaster, or coffee 
in an electric percolator, or used their 
first electric iron. But the performance and 
convenience of those devices was so satisfy- 
ing that in this same home, today, are found 
the modern counterpart of those early wed- 
ding gifts. 

This is merely another way of telling the 
merits of Chromel elements. You know, there 
practically were no heating devices until 
Chromel’s discovery in 1906 first made these 
devices dependable. Also you know how 
steadily, since then, your heating appliance 
business has grown. Now, we don’t make all 
the heating element wire, but the bigger per- 
centage of your nationally advertised devices 
are equipped with Chromel elements. 

Thus it is, that when you sell Chromel- 
equipped heating devices, you sell for keeps, 
and profit. Hoskins Manufacturing Company, 
Detroit, Michigan. 
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CHROMEL 
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This is @ Halle electric kitchen in one of Colerado Springs’ fine homes. Kitchen 
cabinets are Elgin with Tracy top. Appliances General Electric. 


From individual appliances, Halle Electric now 
contracts to deliver a complete electric kitchen 


IMON J. HALLE of the Halle 
Electric Company of Colorado 
Springs has for a long time been sell- 
ing equipment which had to be in- 
stalled in the kitchen. First it was 
electric ranges, which called for spe- 
cial wiring, then the electric sink, 
which meant wiring, plumbing and 
sometimes cabinet work and linoleum. 
At least one thing led to another. 
Then it occurred to him—‘If you are 
going to have to sell the housewife on 
a job which amounts to complete re- 
modeling of one alcove of the kitchen 
—why not sell the remodeling of the 
whole thing?” 
The idea came easily, for the Halles 


were among the first to install a 
model kitchen in their own store. It 


had been put in originally partly be- 
cause Mrs. Halle had noticed that peo- 
ple in discussing a possible sale fre- 
quently faced the rear of the store. 
Originally this had meant facing a 
counter of odds and ends and a door 
which led into the service department, 
offering not too inviting a vista when 
it happened to be open. The model 
kitchen originally installed fin- 
ished with knotted pine, then new and 
a local industry. 
ested and 
examine, 


People were inter- 
drifted back that way to 
Mrs. Halle found that 
men were fundamentally interested in 
attractive kitchens. They liked to look 
at the pictures of white and color in 
the linoleum and appliance ads and to 
dream of their kitchen being like that 
—and they liked to see one actually 
before their eyes to suggest that these 
visions need not remain dreams. It 
became the policy of the store to start 
1 woman off building toward an ideal 
kitchen, though the first step 
must of necessity in a given case con- 


wo- 


even 


PAGE 36 


sist of the purchase of a single appli- 
ance, 

Some years ago Mr. Halle became a 
convert to the electric dishwasher and 
with his usually thoroughness, set out 
to sell them in numbers. This was a 
next step, for it involved a fairly 
drastic overhauling of any old 
fashioned kitchen to put in an electric 


dishwasher and make it feel at home. 
In fact, no woman who did not picture 
a thoroughly modernized kitchen as 
desirable was likely to be sold the idea 
of electric dishwashing. In_ other 
words you pretty near had to sell a 
remodeled kitchen in order to sell a 
dishwasher. Why not make a thor- 
ough job of it? 

Mr. Halle added steel cabinets to 
his otherwise complete line of kitchen 
appliances, and arranged with linol- 
eum men, painters and other workmen 
necessary to do a complete job—and 
set out to sell complete electrical kit- 
chens. He does not make any special 


Modern steel cabinets, Victor ventilating fan and special offset arrangement of 
sink in the kitchen of Mrs. R. G. Schwartz, Colorado Springs. 


SELLS the WHOLE JOB 


. 


> 


Two views of the 
Halle-installed elec- 
tric kitchen of Mrs. 
A. C. Magruder, 
Colorado Springs. 


splash 
special 
anything unusual. 
started to sell the idea of letting its 


about it or advertise it as a 
service as though it were 
Simply, the firm 
representative handle the complete 
job. Colorado Springs is now dotted 
with them. Mr. Halle has a complete 
album of photographs of complete 
kitchens he has put in. They run from 
kitchenettes to large installations with 
double sized ranges and two refrigera- 
tors. The cost of them has run from 
$700 to $3,000. 

That album comes in very handy 
when it comes to selling. For the 
prospective customer likes to sit down 


SEPTEMBER, 
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and run over the pages, picking ou! 
homes of people she knows, or @ 
least, has heard of. The photograph 
are quite as attractive as the views 


Pov 
model installations which the factor 
puts out to illustrate booklets on the app 
subject ants 
So the next time a woman comes !! wi 
to the store to buy an electric rang = 


or an electric dishwasher, the firs 
step will be to find out why she is 
buying it. Ten to one, she has a visio! 
of a “picture” kitchen in her mind 
as an end she would like some day 10 
attain. After that, it is relatively easy. 
She may not be able to afford ever) 
thing at once, but there are a sur 
prising lot of people who do no 
realize how simple it is to lump it a! 
together and proportion the expense 
over the period of a contract, paying 
just so much a month. The actual 
individual monthly payment, in fact 
may be not much greater than they 
had expected to pay for one or tw 
appliances—merely they have to p2! 
it over,a longer period. 
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THERE’S double 


OPPORTUNITY IN THIS NEW SELLING 


PLAN DEVELOPED 


KNAPP-MONARCH NATIONAL ADVERTISING 


HELPS DEALERS EVERYWHERE! 


LARGE SPACE ADS IN NATIONAL MAGAZINES! 
COAST-TO-COAST NBC NETWORK PROGRAM! 


Powerful advertising for fall and winter creates customers for home 
appliances bearing the %M trademark— makes ‘8m electrical serv- 
ants profit leaders for merchants featuring them on counters, in 
windows, and in local advertising. 


jaaving Position 
Shawes Closer... 
and Faster! 


with the Knapp “Speedster”. . . 
==> KNAPP SBAVE! 
ayn ne Valli Dil; 


ta Every Fa , This news will cause pocketbooks to open 
Gets Every — A 2: —customers to enter the stores of ®M Deal- 
eae ae : ers everywhere. The new Knapp Speedster 


—dquality electric shaver for a $5 bill— 
4E SMAVER THAT SELLS Te makes business for you on this “Best Buy” 
HE TOUGH CUSTOMERS— 


ring He id A 


in the shaver field. Demonstrate and sell 
Knapp Shaver advantages.Get your share of 
the long profits on this fast turnover item. 


1940 


KNAPP-MONARCH 


Knapp-Monarch ... one of the Largest 
Independent Appliance Manufacturers, 
has developed a New Method of Sell- 
ing that will Help any Aggressive 
Dealer close More Sales.... make 


More Money....on All his lines 


A NEW WAY TO SELL —a 32-page booklet written by A. S. 
Knapp, president of Knapp-Monarch Co., whose knowl- 
edge of practical salesmanship has made TM a leader in 
one of the most competitive industries in the world— 
explains simple methods to help dealers close more sales 
—make more money—on all the lines they handle. 
THIS MANUAL of better selling methods shows you how to 
profit not only on small appliances such as mixers, toasters, 
shavers, and health lamps—but also shows you how to use 
these appliances to conduct powerful demonstrations that 
help sell major appliances such as refrigerators, ranges, 
washers. 
YOU CAN USE any part of the Knapp-Monarch plan and 
benefit from it. By following it exactly as outlined you 
have the added advantage of dealing with only one manu- 
facturer .. . for any of the 18M electrical servants salable in 
your locality. 
‘EM. DEALERS MAKE MONEY with a profit margin you can 
really work with under the new 7&M. selling plan. You take 
no selling time from your major lines when you follow the 
new Knapp-Monarch plan. Yet every 
time you sell a “eM-appliance you make 
Pay ape a handsome profit. And by filling in 
the blank spots in your selling day with 
et profit from a complete line of appli- 
 ENAPP-MONARCH ances priced from $3.95 to $24.95, you 
¢ a “ clear a lot of dollars that you’d never 
“TER” get by just wishing for them. 


SEND FOR FREE MANUAL—“A New Way to Sell” 


is a one-volume sales manual written for practical 
use. Every dealer and salesman in the appliance 
business will find interesting and helpful selling 
slants on its pages. Don’t miss this opportunity to 
get a copy free. 


KNAPP-MONARCH CO., 
1 Saint Louis, Mo. i 
1 (J Please send a FREE copy of “A New Way to Sell,” by ! 
A.S. Knapp. No obligation, of course. l 
() Send complete details on the Knapp Natural-Angle Shaver. 1 
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APPLIANCE 


HANOVIA ALPINE 
HOME SUN LAMPS 


Lamp 


Home Model 
309 


O. B. FACTORY 


The pure quartz burner—heart of the 
Hanovia Alpine Sun Lamp emits the com- 
plete spectrum of twelve effective ultra- 


Fastest selling, quality sun lamp 
on the market. 


THE WORLD'S No. 1 SUN LAMP 


It will also prove to be your No. 1 Money-maker. 
The country is sun lamp conscious. But, what's 
more important— The country is Hanovia Sun 


conscious. This exceptional lamp has 


everything: Beauty — quality — efficiency —dura- 


bility and allows a handsome margin of 
profit! Don't allow yourself to be caught this 
season, without a stock of Hanovia Alpine 
Sun Lamps. 


Keep at least one of each model prominently 
displayed on your floor. You'll be amply re- 
paid in substantial profits and well satisfied 
customers from the sale of Hanovia Alpine Sun 
Lamps. 


Home 
$3 


List Price List Price 


$7950 


F. O. B. FACTORY 


violet ray bands. Most efficient source for 
tonic sun baths. 


Hanovia lamps are as much superior to most sun 
lamps, as electric light is to candle light. 


® National Newspaper 
Plan 


Magazines 
promotion 
sumer promotion 


® Window Displays 
sales helps 


-HANOVIA CHEMICAL & MFG.CO. 
NEWARK, N. J. 


Hanovia Consumer Promotions and 
Dealer Helps Encourage More 


® Well-selected National and Trade 
® Home-office cooperation and sales 
Direct-by-mail Material 


and Point-of- 


STATISTICAL BAROMETER 


A DIGEST OF FIGURES INDICATING THE 
PROGRESS OF ELECTRICAL APPLIANCE SALES 


compiled by Marguerite Cook 


Market Analysis Department 
Electrical Merchandising 


REFRIGERATORS 


Second only to January, among months 
of 1940, when the percentage gain ex- 
tended 53.52% over corresponding sales 
of 1939, the July volume of household 
electric refrigerators rose 51.35% over 
July 1939. This business, bringing the 
seven months’ total up to 2,116,681 units, 
advanced the cumulative volume 34.10% 
over comparable sales of last year. Since 
the 1940 volume is now 11.43% in excess 
of 1937, based on the seven months’ 
period of both years, 1940 promises to 
outdistance the big year of 1937 by 200,- 
000 or more units. 


July 1940... 248,538 refrigerators 
July 1939 Te 164,211 refrigerators 
7 Mos. 1940 2,116,681 refrigerators 
7 Mos. 1939. 1,578,472 refrigerators 
Saturation, January 1940 — 13,701,000 
homes, or 56.0°% of total wired homes. 


By sizes of boxes the 7 months’ volume 
of 1940 versus 1939, based on sales by 
NEMA members only, shows a gain of 
83.99% in the 6-6.99 cu. ft. size, with this 
size accounting for 79.92% of the 1940 
sales compared with 58.31% in 1939. 


Refrigerator Sales, by Sizes of Bovres 
(NEMA Only) 


Cu. Ft. 6 Mos. 6 Mos. % 
Size 1940 1939 Change 
Up to 4.99 100,061 172,222 —41.90 
5-5.99 110,725 298,280 —62.88 
6-6.99 1,572,981 654,924 +83.99 
oy: 23,185 46,986 —50.66 
> Over 161,187 93,614 +72.18 


Total NEMA. 1,968, 139 1,466,026 +34.25 


A review of NEMA sales for the years 
1934 through 1939 reveals the spectacular 
progress With which 6-6.99 cu. ft. box has 
gained in consumer acceptance. Whereas 
in 1934 this sized box accounted for but 
19.0% of the year’s volume, in 1935 it 
took 21.4% of the business, in 1936, 37.1%; 
1937, 40.7% ; 1938, 43.9%; 1939, 58.6%; 
and now in the 7 months of 1940, 79.9% 
of the total volume is done in this sized 
model. 


v 
ELECTRIC WASHERS 


Showing the largest July increase of 
any year since 1937, the month’s volume 
of 108,624 household electric washing 
machines surpassed comparable sales of 
last year by 12.62%, or 12,170 washers. 
More than half of this increased volume 
—6,558 washers, to be exact—were of 
the “$70-and-Over” class, 1,093 being of 
the $50—$69.99 group, and 5,437 of the 
$40—$49.99 group. The “Below $40” 
models fell short of the July 1939 com- 
parative by 918 machines. Thus, with 
the preponderance of the increase con- 
centrated in the higher priced models, 
average prices of July 1940 advanced to 
$70.59, $1.25 higher per machine than a 
year ago. 

For the seven months’ period, accord- 
ing to further data released by the 
American Washer & Ironer Manufac- 
turers’ Association, the electric washer 
unit volume topped comparable sales of 
last year by 8.01%. In total retail dol- 
lars this increase amounted to 12.19% 
since all classes of washers brought 
higher prices than a year ago, thereby 
effecting a rise in average price from 
$68.34 in 1939 to $70.99 in 1940. 


July 1940.... . 108,624 washers 
. 96,454 washers 
7 Mos. 1940......... 836,414 washers 
7 Mos. 1939..... 774,417 washers 

Saturation, January 1940 — 14,579,000 


homes, or 59.6% of total wired homes. 
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Washer Sales, by Price Classifications 


Average to 


Units Price Total 

Below $40.00 
7 Mos. 1940 54,694 $38 51 6.54 
7 Mos. 1939 55,953 $36 .02 7.22 


$40-$49.99 


7 Mos. 1940 179,897 $47.76 21.51 

7 Mos. 1939 138,624 $47.15 17.9% 
$50-$69.99 

7 Mos. 1940 362,560 $63.84 43.35 

7 Mos. 1939 375,559 $62.66 48.50 


$70 and Over 
7 Mos. 1940 239,263 
7 Mos. 1939 204,281 
Total 
7 Mos. 1940 836,414 
7 Mos. 1939 774,417 


$106.74 28 60 
$102.02 26.38 


$70.99 100°; 
$68.34 100°, 


v 


GAS ENGINE WASHERS 


Remaining parallel with June sales, but 
dropping 565 units or 6.76% under com 
parable sales of July 1939, the unit_vol- 
ume of gas engine washers totalled 7,798 
washers. However, since the average 
price of the $50—$69.99 group rose fron 
$63.11 in July 1939 to $67.60 in July 1940 
this effected a change in over all average 
price from $88 last July to $90.46 in th 
current month. Thus the dollar income 
to manufacturers, at retail prices, was 
down but 4.15%, a somewhat lower per 
centage than the unit decline of 6.76%. 

On the basis of the seven months 
cumulative sales, the 1940 volume is 
10.67% under that of 1939 in units and 
9.58% in total retail value, with average 
prices $88.46 in 1940 against $87.40 last 
year. 


July 1940...... 7,798 gas washers 
July 1939............. 8,363 gas washers 
7 Mos. 1940..... ..... 57,584 gas washers 


7 Mos. 1939 64,460 gas washers 


Gas Engine Washer Sales, by Price Groups 


Average 
Retail to 
Units Price Total 
Below $50.00 
7 Mos. 1940 
7 Mos. 1939 1,660 $44 02 2.57 
$50-$69.99 
7 Mos. 1940 16,779 $66.89 29.14 
7 Mos. 1939 17,267 $63.92 26.79 
$70 and Over 
7 Mos. 1940 40,805 $97.34 70.56 
7 Mos. 1939 45,533 $97.89 70.64 
Total 
7 Mos. 1940 57,584 $88.46 100% 
7 Mos. 1939 64,460 $87.40 = 100°, 
v 
IRONERS 


An increase of 34.68% over the 193% 
comparative—the largest percentage gain 
of any month in over four years—was 
reported for July sales of household elec: 
tric ironers by the American Washer & 
Ironer Manufacturers’ Association. | or 
the first time in seven months, however. 
the bulk of the increase was in the por- 
table * ‘Below $30” models—sales of t!s 
class of ironer accounting for 53.49% of 
the July volume and showing an increase 
of 129.84% over sales of July 1939. Thus. 
as a result of the heavier buying in the 
low-priced models, average prices .- 
tained for July 1940 dropped to $5572 
from $67.64 a year ago; and whereas ‘he 
unit increase amounted to 34.68%, tie 
dollar income, at retail prices, was only 
— as high, or 10.95% above July 

9. 
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Th: cumulative 7 months’ comparison 
with ‘ast year indicates a gain of 8.01% 
1040 unit sales, a gain of 2.83% in 
retail dollar volume, and average prices 
3644 in 1940 versus $69.79 in 1939. 


July 1940 Lan ... 11,464 ironers 

uly 1939 ... 8,512 ironers 
75,213 ironers 
Mos. 1989................ 89,638 troners 


Saturation, January 1940 — 1,552,000 
homes, or 6.3% of total wired homes. 


Ivoner Sales, by Price Classifications 


Average 
Retail to 
Units Price Total 


Below $30.00 
7 Mos. 1940 22,722 $27.50 30.21 
7 Mos. 1939 17,634 $25 .97 6.17 
$30-$49.99 
7 Mos. 1940 8,149 $41.43 10.83 
7 Mos. 1939 4,297 $38 .59 6.17 
£50-$79.99 
7 Mos. 1940 16,047 $68.37 21.34 
7 Mos. 1939 20,940 $67.23 30.07 
£80 and Over 
7 Mos. 1940 28,295 $103.82 37.62 
7 Mos. 1939 26,762 $105.92 38.44 
Total 
7 Mos. 1940 75,213 £66.44 100% 
7 Mos. 1939 69,633 $69.79 100% 
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VACUUM CLEANERS 


In July, for the eighteenth consecutive 
month, sales of household _ electric 
vacuum cleaners, floor type, extended up- 
vards of comparative sales of the preced- 
ing year, the gain amounting to 21.26% 
over July 1939 and 35.52% over July 
1938. In comparison with Julys of other 
years the 1940 record holds second place, 
falling short of July 1937 by 10.94%. 
From a seven-months standpoint, how- 
ever, the 1940 volume outranks all previ- 
ous industry records, being 3.61% in ex- 
ess of January-July 1937. 

The figures reported for hand clean- 
ers by the Vacuum Cleaner Manufactur- 
ers Association indicate a rise of 31.90% 
wer July 1939 sales, with the seven 
months’ volume upwards of last year’s 
comparative by 19.15%. As with the 
floor models, the July performance on 
hand cleaners was second only to that 


of July 1937. 


July 1940........ 74,565 floor cleaners and 
20,045 hand cleaners 

July 1939........ 61,492 floor cleaners and 
15,197 hand cleaners 

7 Mos. 1940...... 834,344 floor cleaners and 
191,327 hand cleaners 

7 Mos. 1939...... 622,372 floor cleaners and 


160,570 hand cleaners 
Saturation, January 194 — 11,834,600 
homes, or 48.4% of total wired homes. 


v 


RANGES 


In strong contrast with the perform- 

ance of last July when electric range 
sales of NEMA members declined 9.01% 
irom the corresponding business of the 
preceding year, the July 1940 volume of 
iousehold electric ranges progressed 
3.91% upwards of July 1939. This was 
also a gain of 40.03% over the July 1938 
volume. 
_It is further evident from the NEMA 
igures that the seven months’ 1940 vol- 
ume, amounting to 258,356 electric 
ranges, not only exceeds the 1939 com- 
parative volume by 68,403 ranges or 
96.01% but runs 10,694 ranges or 4.32% 
above the full 1938 NEMA output. 


July 1940... .. 29,626 ranges 
July . 12,249 ranges 
4 Mos. 1940........... . 258,356 ranges 


7 Mos, 1989............. |. 189,953 ranges 


Saturation, January 1940 — 2,510,000 
homes, or 6.3% of total wired homes. 


ROASTERS | 


Reversing the order of last month | 
when sales dropped’ 20.81% from the | 
1939 comparative, the July 1940 unit | 
volume of household electric roasters | 
climbed 39.59% upwards of July. 1939. 
This satisfactery upturn in business had 
the wholesome effect of raisinb the seven 
months cumulative unit volume to 1.09% 
above corresponding sales of last year, 
in contrast with the down point of 4.64% 
shown in the six months’ comparison. 
Out of the 18,713 roasters sold in July, 


$1ze. 


all but 1,031 were of the Over-15-Quart 


From further data, compiled by the | 


National Electrical Manufacturers Asso- 
ciation, it is seen that the seven months’ 
1940 volume is divided as follows among 
the various sized models: 92.28%, over- 
15-quart capacity, 2.87% of the 11-15 
quart size, and 4.85% of the 7-to-10 
quart size. The same volume in 1939 
divided as follows: 80.81% of the over- 
15-quart size; 6.51% of the 11-to-15 
quart size, and 12.68% of the 7-to-10 
quart size. 


July 1940........... . . . 18,713 roasters 
July 1939....... .... 14,330 roasters 
7 Mos. 1940 .. 89,012 roasters 
7 Mos. 1939.... 88,058 roasters 
Saturation, January 1940 — 1,000,000 
homes, or 4.1°; of total wired homes. 


Roaster Sales, by Sizes of Models 


7 Mos. 7 Mos. Qq 
Capacity 1940 1939 Change 
7 to 10 qts.. 4,317 11,167 —61.34 
11 to 15 qts.. 2,551 5,730 —55.48 
Over 15 qts.. 82,144 71,156 +15.44 


Total Units.. 89,012 88,053 +1.09 
Mfrs.’ Value. $998,836 $1,022,575 —2.32 


v 


WATER HEATERS 


NEMA figures indicate a gain of 39.35% | 


in July 1940 versus July 1939 sales of 
household electrically-operated water 
heaters, storage type. During the seven 
months’ period, therefore, NEMA mem- 
bers have sold a total of 66,228 tank type 
water heaters, or 21.28% more than the 
54,607 sold in the same period of last 
year. 


July 1939............ 7,984 water heaters 
7 Mos. 1940....... .. 66,228 water heaters 
7 Mos. 1939.......... 54,607 water heaters 


Saturation, January 1940 — 750,000 
homes, or 3.1% of total wired homes. 


v 


Energy Consumption 


The June 1940 statistical bulletin of the 
Edison Electric Institute reports that in 
the 12 months ending June 30, 1940, the 
average domestic customer, or wired 
home, used 925 kilowatt-hours and paid 
an average annual bill of $36.17, at an 
average rate of 3.91¢ per kilowatt-hour. 
In the 12 months ending June 1939, the 
average customer used 785 kilowatt-hours 
and paid an annual bill of $35.65, at an 
average rate of 4.07¢. Thus, there is a 
5.6% increase in kilowatt-hours used, a 
rise of 1.5% in average bill paid, and a 
decrease of 3.9% in average rate charged. 

Over the past ten years consumption 
of electricity among wired homes of the 
United States has progressed as follows: 


Year Kw. Hrs. Annual Average 
(Dee. 31) Used Bill Rate 
890 $35 .87 4.03¢ 
845 35 .57 4.21 
1936 727 33.81 4.65 
1935 672 33.53 4.99 
ae 624 33 .07 5.30 
595 32 .67 5.49 
1932 597 33.25 5.57 
1931 578 33.18 5.74 
543 39.58 6.00 
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world’s standard enameling iron” 


Street, Middletown, Ohio. 


YOUR CHANCE TO TIE TWO SALES TO 


Lasr year a lot of merchants turned in big sales by 
making the most of National Washer and Ironer Week. 

Many of them took advantage of the recognition of the Armco label; 
included it in their floor and window displays; pointed it out to their 
customers; and cashed in on the quarter-century of national advertising 
behind the Armco name. 

They helped clinch sales by stressing that Armco Ingot Iron is “the 
. . . that manufacturers use it be- 
cause it possesses all the important qualities that make for lifetime beauty 
and service of porcelain enamel. 

This coming “‘Week” why not tie your washer and ironer sales to 
this sales-building label? Write us and we'll be glad to give you sugges- 
tions and sales-aids. The American Rolling Mill Company, 2380 Curtis 


ARMCO INGOT IRON 


A NAME KNOWN TO MILLIONS 
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Recording 


Recording 
@ Tone Control 


@ Built Specially for Home 
@ Single Button Switch-Over 


@ Separate Crystal Arms for Re- 
cording and Playing 


@ Simplified Level indicator for 


@ Push Button Tuning 


ant 


RSHIP -AND FOR 


EADE BUY 
_OLA F mM WANT TO 
RocK 1 wane THE 
A few choice territories are still 
Rock-Ola Recorders are backed by Rock-Ola’s nation-wide reputa- available. Write or wire at once 
tion as makers of the ‘greatest phonograph produced in the greatest for complete details. 
factory in the industry’, as one of the Nation's 10 leading furniture 


manufacturers. These points are essential in producing home 
recorders with sales-making features like these: 


@ Convenient Microphone Outlet on 
Instrument Panel 


@ Wide Angle Sound Distribution 
@ Automatic Light in Cabinet 
@ Built-In Record Storage Cabinets 


@ Luxurious Cabinets—Designed and 
built in our own greet furniture 
factory 


@ Dual Wave Band 
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REL 
WAY 
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| GREAT VALUES THAT WILL 
Make Records _—— Play Records 
List Prices Range from 
$59.95 to $149.95 
> j (Model shown, $99.95) 
( 
00% 
NE 
: 
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For Really “Big-Time” Profits from Home Recorders... . 


Back Rock-Ola 


And be prepared for cabinet styling and design that will 
mark Rock-Olas outstanding on that one point alone. 


Get set for prices in a range that mean mass sales— 
from a bottom list of only $59.95 to $149.95 for the 


Avenue ° 
800 North Kedzie e 
i 
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@ Home record-making is here—the thrill and fun 
sensation of the century. Are you ready for it?—ready to 
capitalize on this lushest market since radio itself?Think 
of it in terms of the thousands, the millions, who will 
find a tremendous irresistible appeal in the suggestion 

‘make records at home as simply as you switch on a light"’— 
and plan now to get your share. 


Now, as you read these words, the huge Rock-Ola fac- 
tory is turning out 6 great models—and the Rock-Ola 
organization is developing a merchandising plan to help 
you move them in big volume. 


Rock-Ola, as the world’s greatest phonograph maker, 
and as one of the 10 furniture manufacturers with national 
distribution, has the background, the experience and the 
ability to help you put across this grand new, eagerly 
awaited instrument. 


So, expect to find in Rock-Ola Recorders ail the engi- 
neering points required for simple, satisfactory, care-free 
operation; plus a// the convenience features that such an 
instrument needs to have mass consumer appeal. 


ORPORATION | 
Chicago, Mlinois 


MANUFACTURING C 


finest model—with full discounts on every set. 


Above all, look for the backing that only an organi- 
zation like Rock-Ola can give—for advertising, sales 
promotion and merchandising all aimed at selling an 
exclusive home recorder line. 


Does it read like a worthwhile proposition? Then do 
this: Get the complete Rock-Ola story—now—before the 
big Fall and Winter season. Find out how a Rock-Ola 
dealership puts you in line for big, quick profits from 
this exclusive home recorder line. Mail the coupon today. 


IMPORTANT: Be sure to ask about Rock-Ola’s 
sensationally-priced home recording discs. 


~ OPPORTUNITY NOW! 
Take advantage of the rapidly rising tread 
toward home recorders in your locality. Find — 
oat how Rock-Ola backs you with a libera!, 


ROCK-OLA MANUFACTURING CORPORATION, 
Dept. E. M.9, Recorder Division, 
800 N. Kedzie Ave., Chicago, III. 

(CD Please send us the complete Rock-Ola dealer 
story, including details on merchandising 
plans, discounts, etc. 

(CI am interested in Rock-Ola Discs. 


1940 


q profitable dealer set-up, 
AIL COUPON TODA 
7 
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NEW MERCHANDISE 


EXPORT BUSINESS 


fhe Bureau of Foreign and Domes 


quired to wash fabrics; new design 
fluted tub and deep skirt; porcelain 
enameled inside and out; strainer 


tic Commerce will be glad to cooper : ; 

te with anuf turers of new ts prevents clogging pump; rubber 
cushion between tub and base frame; 
to assist ther 1 oducing hese 


new massive streamlined wringer; 


locks in 6 positions; roll pressure ad- 

justment equipped with indicator for STEAMPOINT Steam Iron 
roper tensions of different weight 

Steampoint Corp.. 3 W. 19th St., 
New York City 


materials; touch bar emergency re- 
Model: MMB 50. 


lease; chrome plated hand rest; im- 

proved heavy duty agitator, long 

wide and triple vaned scientifically Selling Features: Steam control turn 
steam on or off at will with pressur, 

of thumb; “Magic Metal Brain” aut 


products in other countries. Any who 
may be interested in this service should 
submit his request to the ELEC 

TRICAL DIVISION of the Bureau in 
Washington or the nearest Field Office 


v 


designed to develop upper and lower 
water currents; extra size motor; 
friction driven pump; white porcelain 


; matically provides heat control a: 
enameled tub inside and out ; balance more or less steam is used: bras I 
MILADY Ironer white baked on enamel with chrome water reservoir with chromium. fin-IM proctor E 

. ished cap is located at back of Bak 
Milady Inc., 5-221 General Motors Bidg., Price: E2880 without pump $69.96; lite handle; also operates as dry iron 
Detroit, Mich. E3880 with pump $10. extra.—Elec- a.c. only 110-120 volts, 600 watts. Model: < 
Selling Features: Streamlined tubular Merchandising, September, Price: $9.95.—Electrical Merchandi elling 
lesign; toe-tip control with no hand R + ing, September, 1940. Melba 
or knee levers; only 3 moving parts; v : a 
G-E and Westinghouse motored; hard o 
steel machined gears; non-scorchable pee 
roll; weighs 57 lbs.: can be stored 
in cabinet or hallway of small apart- he - 

ment ; air conditioned ; full open ends ; Price: 


forming board. dising, 


Price: $0.—Electrical Merchandising, 
September, 1940), 


APEX Washer 
Apex Rotarex Corp., Cleveland, O. 


parts white baked enamel; 519 sup 
porting parts royal blue crackle fin 
ish.—Electrical Merchandising, Sep 
tember, 1940 
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Price 


the iron bottom; weighs 4 Ibs. 10 oz. ; 
1000 watts; molded plastic handle. 
$8.95.—Electrical Merchandis- 
ing, September, 1940. 


SEPTEMBER, 1940—ELECTRICAL MERCHANDISING 


6 in. roll, 22 in. long; centralized on- 
trol lever for right or left hand use: 
automatic locking control for p:es* 
ing; both ends open.—Electricé 
Merchandising, September, 1940. 


Vode Apex Utility washe 
Selling Features: Portable; 15 in. diam 
274 in. high; capacity 2 lbs.; 4-vane 
iluminum agitator; direct drive mech 
anism; enclosed gears; white por UNIVERSAL Irons 
celain inside with baked ename Landers, Frary & Clark, New Britain, Cons 
jacket; light weight, easily removable a he oat 
hand-operated wrinmer with soit rub Model: 3 Glider models, E7184, E788: 
ber rolls 1{ in. diam.; with adjust and 17785. 
able pressure.—Electrical Merchan WEESTINGHOUSE Washers Selling leatures: Ports in super-deck 
dis September, 1940 Westinghouse Electric & Mfg. Co., construction of E7184 dissipate rising 
v Mansfield, O. heat currents; fingertip fabric dia <4 
also cuts off current; cool black Bake 
Models: 5 washers, a spinner-dryer lite handle; 4 Ibs. 1000 watts; a. . 
anc » : » ine 
G-E Iron and 2 ironers comprise 1941 line. only E7885 finger tip control, han 
General Electric Co., Appliance & Mdse. Selling leatures: Emperor heads line, shaped brown Bakelite handle; roun s 
Dept Bridgeport p ae equipped with time dial which auto- heel; 5 Ibs. 800 watts; a. c. only 
matically shuts off washing opera- E7785, finger shaped black Bakelit: The 
Model: “Lite-Weight Moderne” 119 tion; “turtle-neck” tub design in handle, round heel; fabric dial; 6 lb. 
F113. Emperor and Master; all models 700 ~=watts; ac. only. — Electrica lodel: 
Selling Features: Ruby safety light in have dome-type lid; tub capacities Merchandising, September, 1940. Selling 
molded handie goes out when its time have de- grave 
to iron; “dial the fabric” indicator sign with additional chrome trim for 12x1 
NOMA Steam Iron newly designed; 1000 watt Calrod eye-appeal; in addition to regular ; electr 
Noma Electric Corp., 55 W. 13th St., unit, 115 volts a.c. only; weighs only models gasoline engine driven models black 
New York City 3 \bs.; black plastic handle with are also available at various price self-ti 
double thumb rests; double button sugar 
Model: No. 300 Noma Steam Queen nooks on each side; combined sole- Prices: 5 washers range from $49.95 chron 
Selling Features: Operates as a dry plate and pressure plate cast from to $99.50 f.o.b. Mansfield. — Elec- cream 
yy steam iron; temperature indicator hard aluminum alloy, other metals trical Merchandising, September, coffee 
dial; non-corrosive metals; new fea- finished in chrome plate; permanently 1940. Prices: 
tures give steady stream of steam; connected cord.—Electrical Merchan- v $9.95. 
no gaskets; cannot leak or spray hot dising, September, 1940. trical 
water Electrical Verchandising, 1940, 
September, 1940 Vv 
UNIVERSAL Washer 
Landers, Frary & Clark, New Britain, Conn. 
Models: E2880 without pump, E3880 
with pump. 
Selling Features: 8 capacity; HORTON Washers 
equipped with automatic time switch 
which stops agitator, shuts off motor Horton Mtg. Co., Fort Wayne, Ind. 
at time is set from Model: Launder-Lux. 
1 to 15 min., dial indicates time re- : Selling Features: Complete home clean 
AMERICAN BEAUTY ing system—2 washers in one; ma 
APEX Ironers BEAU Iron chine itself newly designed, stream 
Apex Rotarex Corp., Cleveland, O. American Electrical Heater Co., lined, all white washer: 9 Ibs. dry 
Detroit, Mich. clothes capacity; double wall tub 
Vodels 520 and 519 portable troners ut 
7% streamlined wringers ; extended tubs: 
Selling Features: No, 520 21 in. roll; : ‘i the second washer—newly designe? 
No. 519 18 in. roll; control lever re a a : Kleenette, is a small unit which fit 
sponds to touch of elbow leaving both Selling Features: Equipped with 2 inside the big machine for laundering 
hands free to guide clothes; metal fabric dials—one to adjust thermo- sheer fabrics, baby’s clothes, for tint 
bases of both models white porcelain stat with fingertip control lever, the ing and for home dry cleaning Edis 
enamel edged with non-skid rubber other, the thermoscope, a tempera- Horton 1941 line also inc! ides 56 
moulding ; iron shoe and arm lever ture-indicating device on dial of Do-All portable ironer with full size By, , 
chrome plated. No. 520 supporting which is shown the temperature of Aoangy 
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size; 6 qt. thrift cooker kettle with 
flush-type bar handles, new lid with 
water-seal rim to prevent loss of 
moisture and food flavor; fully auto- 
matic, oversized, all-purpose oven 
with blue porcelain enameled interior, 
reinforced easy-sliding shelves, 1 re- 
versible shelf; correct heat for any 


ron cooking requirement, including broil- WESTINGHOUSE Cleaner 
St., ng, single switch ; Westinghouse Electric & Mfg. Co., 

JTO Peds yorcelain - 

enameled broiler pan and smokeless i : Model: Captain. 
ol turn: broiler rack; 3 large utility drawers General Electric Co., Appliance & Mdse. Selling Features: “Easy-Empty” tabs 
pressur on easy- -sliding guides; Monotop Dept., Bridgeport, Conn. on bag prevent dust from flying back 
a ain ripie-coat porcelain ename in- ith 1-A-C k li h s. e 
brass PROCTOR Toaster ish, black base; molded white Plaskon ‘ f clip on top of bag scratching polished 
um fin- proctor Electric Co., 7th Ave. at Tabor Rd., door handles switch buttons: eatures: Complete turniture; large-mouth design of 
Bake Philadelphia, Pa. smartly-styled cooking top lamp with 530 ted heavy brown moleskin bag; Moldarta 
ry iror glass shade and chrome trim. y AC motor hood, aluminum nozzle in rich 
tts. \odel: 2-Toasters-in-1 Pop-Up toaster. Price: $129.95 at factory.—Electrical il brown and tan; self-adjusting nozzle; 
—_ ling Features: Switch at front of Merchandising, September, 1940, ights in various Colors tell at wha headlight; automatic handle adjust- 


Price: $12.95.—Electrical 


toaster offers choice of regular or 
Melba toast; pops up slices toasted 
to any shade desired; entire opera- 
tion automatic, silent—no clockwork 
mechanism to make noise or get out 
of order. 

Merchan- 
dising, September, 1940. 


deg. control has been placed; Plaskon 
thermostat knob carries temperature 
markings; 7-watt lamp illuminates 
new indicator; roaster capacity in 
removable well 18.2 qts.; heavy gauge 
aluminum lid resistant to cooking 
acids; new hinge allows cover to be 
raised without complete removal; 
1320 watt element; deluxe broiler 
griddle attachment consisting of unit 


ment holds handle in any of 3 posi- 
tions. 


Price: $39.95.—Electrical Merchandis- 


ing, September, 1940. 


v and reflector with adjustable hinge, 
smokeless inset tray, drip pan, op- 
a tional; utensil sets in heat resisting 
glass or gray enamel.—Electrical 
Merchandising, September, 1 
Landers, Frary & Clark, New Britain, Conn. 
Device: Universal sandwich grill. 
Selling Features: Platina panel dec- 
* I HANOVIA Sun Lamp orates cover; Bakelite handles; ex- 
ric de Hanovia Chemical & Mfg. Co., pansion hinge permits toasting 3- 
+k Bake Newark, N. J. decker sandwiches; adjustable auto- 
yr Device: °T 1-Sun” Albi S matic heat control and set of inter- 
ol, hen changeable flat and waffle grids op- 
ge SILEX Coffee Service — Features: Portable, fits into chandising, September, 1940. 
. ; eather covered traveling case; can 
ee The Silex Co., Harttord, Conn. be placed on table or stand or sus- 
1; © Ibs Model: Del ff - pended from hook in bathroom, bed- 
ec ric room or office; reflector hood easily 
1940. Selling Features: Set consists of en- extended from case can be tilted to 


graved, heavily chrome plated tray. 
12x18 in.; standard 8 cup Delray 
electric Silex glass coffee maker with 
black or ivory trim, equipped with 
self-timing stove, and a crystal glass 
sugar and creamer that snap into 
chrome shells of pierced design; 
creamer has Moldex handle matching 
coffee maker trip. 


Prices: Coffee service in black trim 


$9.95; with ivory trim $10.95.—Elec- 
trical Merchandising, September, 
1940, 


any desired angle; pure fused quartz 
burner radiates all 12 bands of effec- 
tive ultraviolet rays; a. c. or d. c.; 
ultraviolet characteristics are similar 
to $79.50 stand model home sun lamp. 


Price: $59.50 f.o.b. factory.—Electri- 


cal Merchandising, September, 1940. 


UNIVERSAL Range 


Landers, Frary & Clark, New Britain, Conn. 


Model: Arrow 1647. 
Selling Features: Three 5-heat surface 


units, one 84 in. 2200 watts, two 64 
in. 1300 watts; large oven, 16x16x19 
in.; automatic control with signal 
light; oven unit 3000 watts; porcelain 
enameled lining ; counter balanced 
door; dual hinge spring lock; sliding 
shelves ; large broiler pan; acid resist- 
ing porcelain enamel; appliance out- 
let on switch panel 660 watts; occu- 
pies 25x 214 in. floor space.—Elec- 
trical Merchandising, September, 


KELVINATOR Range 


Kelvinator Div., Nash-Kelvinator Corp., 
Detroit, Mich. 


Model: ER-9., 


1940. Selling Features: Oversize, 2-unit oven 
j a 16x16x19 in. has heat director over 
lower unit; no-tilt nickel-plated oven 
} Ind. shelves with safety stop; porcelain 
PERFECT Broiler enamel 
% broiler rack; heatseal counterbalanc 
ae H. D. = — Monroe St., shelf-type oven door with broil, stop 
stream a and oven vent through front of wall 
Ibs. dry Selling Features: Consists of platter door; Chromalox Heatflo surface 
all tub with well and tree design and oval units controlled by 5-speed, bi-ro- 
led tubs: shaped cover containing heating ele- tary, silver contact switches; 6 qt. 
designed ment; 2 — di- sloped — 
hf mensions x 1U3x in, watts ; pane as combination oven switc 
tee Senior, overall 194 x 124x6 in. 1400 6-Watt Fluorescent Bulb and thermostat with automatic pre- 
HOTPOINT Range watts. elements are mounted on Westinghouse Lamp Co., Bloomfield, N. J. and “Bake” 
sing Edison G I Electric & Mtg. C chrome_ nickel plate which is easily ; : pilot light ; porce ain enamel drip tray 
ae enera! Electric & Mfg. Lo., removable for washing; patented Device: 6-watt, 9 in. Mazda fluorescent under units ; large, easy sliding utility 
serra 5600 W. Taylor St., Chicago, III. hinge locks cover in open position; lamp for use where space is limited drawer; rust-proof utility drawer 
full 2° Model: President. hand hammered and polished cast and high lumen output is not re- guides; drawer; appliance outlets 
= os Selling Features: Equipped with 3 Hi- aluminum. quired ; available in 2 colors, daylight mounted on wall guard; black toe- 
. pi ess: Speed, Select- A-Heat Calrod units Price: Junior, $7.95; Senior, $10.95.— and white. : ” room base. : 
‘ectrica with 1-piece polished aluminum re- Electrical Merchandising, September, Price: $1.15.—Electrical Merchandising, Price: $99.50.—Electrical Merchandis- 
940. flector pans—2 Utility and 1 Giant 1940. September, 1940. ing, September, 1940, 
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LOOK, 
MISS SPENCER, OUR 
FANS HAVE THAT 
NAME ON THEM TOO! 


ON ANY APPLIANCE om 
—A GUARANTEE OF ¥ 


Westinghouse motors on the appliances you sell mean 
electrical dependability—to you, and to your customers. 
The name that appears on the biggest generators in the 
world—on all types of electrical equipment—on motors 
for millions of electrical appliances—makes selling easier, 
profits more certain. 

Why not gear the added horsepower of Westinghouse 
sales advantages and the Westinghouse name to your 
selling? Specify Westinghouse motors on the appliances 
you buy—furnish Westinghouse motors for the appliances 
you sell. Westinghouse Electric & Mfg. Co., E. Pittsburgh, 
Pa.—Dept. 7-N. J-03073 


94% KNOW 
WESTINGHOUSE 


A nationwide survey of re 
resentative groups of —— e 
in 14 cities disclosed t 
94% know and recognize 
the name “Westinghouse,” 
and identify it with quality 
electrical equipment. 


What this name 
mean to you? 
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K-M Shaver 
Knapp-Monarch Co., St. Louis, Mo. 


Vodel: Speedster, natural-angle shaver. 
Selling Features: Has same features 


contained in De Luxe and standard 
Knapp models; high-speed motor 
moves cutting edges to produce 7,200 
cutting actions a min.; 2-in-1 shear- 
ing head provides 2 slot sizes for 
coarse and fine beards; shearing head 
is self-honing ; packed in limp leather 
case. 


Price: $5. Electrical Merchandising, 


September, 1940. 


G-E Ranges 


General Electric Co., Appliance & Mdse. 


Dept., Bridgeport, Conn. 


Model: CD1-41 Statesman. 
Selling Features: Equipped with three 


5-heat “Clean Speed” Calrod  sur- 
face units; new 6 qt. thrift cooker; 
fully automatic twin-unit oven; no- 
stain vent; metal-and-plastics hard- 
ware; glider base, 3 large storage 
drawers; 1l-piece heavy steel cooking 
top and backsplasher with rounded 
corners and acid-resisting porcelain 
enamel; non-tip, reinforced, adjust- 
able oven shelves, 1 reversible; oven 
pilot light in switch panel; white 
lamp with snap-on glass shade and 
chrome uprights; automatic oven 
timer to match optional.—Electrical 
Merchandising, September, 1940. 


v 


RIVAL Broilers 


Rival Mtg. Co., 307 Westport Road, 
Kansas City, Mo. 


Models: 7 different models: 2 Vogue, 
2 Colonial, 1 Classic and 1 Standard 


in “Broil-O-Mat” line and the “New 


Yorker” model not included under 


“Broil-O-Mat” name. 


Selling Features: All models feature 
hinged covers; air circulation for 
3roil-O-Matt” cov- 


proper broiling; “ 
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er@removable for table service; con 
cave chromium reflectors furnish hig! 
volume of focused radiant heat. 
NU1501 Vogue has largest capa 
ity; Colonial models are of cast aly 
minum with Hammerbrite finis| 
Colonial Deluxe has 2-way heat unit 
and heat indicator; Classic, a ro 
broiler contains a number of distine- 
tive features of its own. 
New-Yorker designed for Metro 
politan area is convertible into small 
electric stove. 
Prices: From $6.95 for Standard mode) 
to $11.95.—Electrical Merchandising, 
September, 1940. 


v 


FLUID-HEAT Boiler Units 


Fluid Heat Div., Anchor Post Fence Co., 
Baltimore, Md. 


Models: 2 sizes steel boiler units carry 
ing ratings of 375 and 500 sq. tt 
standing steam radiation or equiva 
lent. 

Selling Features: New design combines 
advantages of water jacketed com 
bustion chamber with water tube 
construction; available with tankless 
or tank coils for domestic hot water; 
jackets are extended or flush type. 2 
tone gray enamel with hammere 
finish baked by Infra-Red process 
controls at rear of boiler for simpk 
wiring and easy access.—Electrica 
Merchandising, September, 1940. 


v 
LUXURAY Bed Lamp 


The Mitchell Mfg. Co., 1550 Dayton St. 
Chicago, Ill. 
Selling Features: Light source 
shielded, diffused and directed; Du 


Pont Plastacele diffusing window: 


curved plastic lamp shell in ivory ‘ 


deep-toned walnut; burns a 60 wat! 


bulb; rubber covered, flexible clamps 
Price: $1.95.—Electrical Merchand gun 
September, 1940. 
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| THE MOTORS WITH THE TRADE-MARK MILLIONS KNOW | NEW M E RC H ANDI S E 
Gee, | 
| “alii 
4 
Westinghouse 
Small Motors |: 
ine of Aeast Keoitlance™ 


Capa 


ast aly 

finis) 

UNIVERSAL Waffle Irons 

a roun nders, Frary & Clark, New Britain, Conn. 

distinc dels: Coronet and Mayfair. 

viling Features: Soft light signals 

m onal vhen its time to pour batter and 
ie vhen waffle is ready to serve; adjust- 

able heat control for light, medium 

t model or dark waffles; Coronet has Platina 


ndising, 


? 


yane! trim, black Bakelite handles 
and feet; 74 in. aluminum = grids. 
Mayfair has chrome finish with chest- 
nut brown Bakelite trim.—Electrical 
Verchandising, September, 1940. 


tits 
ce Co., 
G-E Mixer 
it 
equiva- JB General Electric Co., Appliance & Mdse. 
Dept., Bridgeport, Conn. 
ymbines RVodel: DM 8 triple-whip mixer. 
= Selling Features: 3-beater construc- 
tion; new swinging 3-way hinge 
gies less makes it possible to turn mixer into 
Wa, inverted position without having to 
type, - remove it from base; button at base 2 
ecenese drops mixer into position to accom- 
"a modate juice extractor and _ other R 
er in accessories; easy tip-back position; L t M th fe emember 
i 3 double-depth beaters may be inserted as on eee 
i and locked in place with 1 hand; only Toastswell can give you all 6 of these outstanding features 
triple-whip beater action permits use E L L h ingly | : 
of 1-position bowl support; disks or ae 
> guards at upper end of beater shafts 
prevent dough from climbing shafts announced the 
and entering beater spindles; white . No. 2. POPS OUT OR KEEPS t 
baked enamel finish, black Textolite er S Ll l en t wai , 
handle, chrome trim on motor hous- N ew... u 


No. 3. SILENT AS A 
SHADOW. 


lever 150 watts: patented power and AUTOMATIC POP-OUT 


speed brush shifting control makes 


TOASTSWELL TOASTER No.4 CLOCK AND THER 


MOSTAT CONTROL. 
able; kitchen assortment includes re- with 
duction unit, slicer and shredder and No. 5. BREAD MOVES DURING TOASTING PERIOD. 


Gf mixer, sharpence, AUTOMATIC TIME CONTROL xo. «. 2 anv 4 suice capacrries 


grater and buffer.—Electrical Mer- 


chandising, September, 1940. and orders to date have surpassed * 
v all previous records! 
B tt h 4 4 Ne. 222. 2 Slice Automatic Toaster... $11.95 
an et your orders 

e er urry No. 444. 4 Slice Automatic Toaster................... $15.00 

in at once so that you can protect 
ree your season's requirements before it’s No. 222T. 2 Slice Automatic Toaster and Tray Set..... $15.45 
cd = too late. No. 222W. 2 Stice Automatic Toaster and DeLuxe Tray Set $18.45 : 
vory 
watt 
clamps U 
ndisim 


SUPERSTAR Iron 620 TOWER GROVE AVENUE-:S LOUIS, missouRt 


2 SLICE AUTOMATIC TOASTERS SLICE AUTOMATIC TOASTERS AUTOMATIC WAFFLE BAKERS AUTOMATIC SANDWICH TOASTERS FOOD WARMERS 
Ty, he 


Device: Dial-O-Matic iron. 


Selling Features: Positrol thermostat i 

heat control; automatic fabric dial; 

thick; shut off position on dial saves 

pulling plugs; bevelled sole plate for “es 

pleats, ruffles, etc.; chrome finish No. 791 $9.95 No. 795 $12.95 No. 830 $9.95 No. 961 $7.95 No. 620 $3.95 


ith easy-grip handle; 1000 watts, 


sc. only-—Electrical Merchandising, | WRITE TODAY FOR INFORMATION ON THE COMPLETE TOASTSWELL DOMESTIC LINE 
September, 1940 
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CLOCK AND THER- 
a 


LATEST ADVANCE 


Retails for Only 


With Complete Set 
of Cleaning Tools 
in Convenient 
Carrying Kit 


as 8 


Armstro 


Bendix | 
Ben 


=z 

4 
4 = 


Chase B 


Chicago 
Sun 


Clemen 
Cad 


Cutler-' 


Edison 
Hoi 
Ele 


Here’s what dealers all over the country have been waiting for . . . an easier-to-use cylinder type 
cleaner that does a remarkable ‘‘on the floor’ and ‘“‘above the floor” cleaning job. It’s the new 
Hamilton Beach No. 26 with the exclusive Magic-Finger floor nozzle . . . plus a wealth of ad 
other features that make it amazingly simple to operate. The Magic-Finger—a nozzle within p 
a nozzle that removes hard-to-get dirt and litter — is in itself a powerful sales builder. ake 

This new cleaner has all the conveniences for scores of housecleaning tasks . . . cleaning, dust- Silex 
ing, demothing, spraying floor polish . .. but don’t look at it as just another cylinder type Steer 
cleaner. Consistent with Hamilton Beach’s policy to offer nothing but the finest in household 
appliances, the new No. 26 is a crowning achievement in beauty, efficiency and operating ease. 
Check just a few of its many easy-to-use features that make it easier to sell. See why it’s the 
biggest news in cleaners today . . . your best bet for a greater cleaner business. Ask your jobber 
for further particulars. If you don’t know the jobber nearest you, write us for his name. F 


Lydor 
McGr 
T 


HAMILTON BEACH COMPANY bivision of scovili Manufacturing Company RACINE, WISCONSIN 


EASIER TO SELL BECAUSE 
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UNIVERSAL Mixer 


650 watt element controlled by rotary 
reversible on-and-off switch; chrome 
top and legs, side panels white enamel. 
D-71 same as D-70 with chrome 
top and legs and black baked enamel 
sides. 
Prices: D-70, $9.95; 


D-71, $7.95.— 


Electrical Merchandising, September, 
1940, 


v 
—, 


HOTPOINT Refrigerator 


Landers, Frary & Clark, New Britain, Conn. 


Models: %2'‘food mixer complete 
with juicer attachment. 


Selling Features: Equipped with a 


Edison General Electric Co., 
5600 W. Taylor St., Chicago, Il. 


Model: Rural 8 Special. 
Selling Features: 8 cu. ft. capacity; 3 


Armstrong Products Corp., Ironers 


Bendix Home Appliances, Inc, 
Bendix Home Laundry 


Chase Brass & Copper Co. 
Lighting Fixtures 


Chicago Flexible Shaft Co. 
Sunbeam Mixmaster 


Clements Mfg. Company 
Cadillac Vacuum Cleaner 


Cutler-Hammer, Inc., Multi- Breaker 


Edison G. E. Appliance Co., Inc. 
Hotpoint Electric Range, Hotpoint 
Electrasink 


Emerson Electric Mfg. Co. 
Ventilating Fan 


Frigidaire Div. of General Motors Sales Co. 
Frigidaire Ranges & Refrigerators 


General Electric Co. 
Heating and Ventilating Equipment, 
Full Line; Sinks, Household Equip- 
ment, Refrigerators, Vacuum Clean- 
ers, Edison and Mazda Lamps 


Hamilton Beach Company, Food Mixer 
Hoover Company, Hoover Vacuum Cleaner 


Koffee Koil Sales Co. 
Coils for Coffee Makers 


Knapp-Monarch Company 
Knapp-Monarch Health Appliances 


Landers, Frary & Clark 
Universal Automatic Bell Toasters 


Lydon-Bricher Co., Ventilating Fan 


McGraw Electric Co. 
Toastmaster Products 


Premier Div. Electric Vacuum Cleaner Co. 
Premier Electric Vacuum Cleaner 


A. E. Rittenhouse Co., Inc. 
Electric Door Chimes 


Silex Company, Silex Coffee Maker 


Steem-Electric Corp. 
Steem-Electric Irons 


Warren Telechron Co. 
Warren Telechron Clocks 


Webster Electric Co., Oil Burner 
Westinghouse Elec. & Mfg.Co., Refrigerator 


Selling Features: 


Universal-designed centrifugal 
ernor that maintains full power at 
every speed; Multi-Speed control 
gives correct speed for each opera- 
tion; new direct power drive per- 
mits use of attachments without 
changing motor’s position and with- 
out a power unit; other features in- 
clude air-cooled motor that is light 
and evenly balanced for use off 
stand; oversize, stainless steel beat- 
ers snap easily into place; beverage 
mixer, revolving platform; glass 
bowls of 1 and 3 qt. capacity; radio 
interference eliminator; a.c. or d.c.; 
white enamel finish with black trim. 
—Electrical Merchandising, Septem- 
ber, 1940. 


RITZ Broiler 


Marlun Mfg. Co. Inc., 37-39 E. 21st St., 
New York City 


Model: Ritz “Commander” broiler. 
Selling Features: Cold rolled steel with 


copper, nickel and high chrome fin- 
ish; porcelain brick unit 8} in. diam., 
1000 watts high, 300 low; aluminum 
drip pan; knobs and fittings walnut 
Bakelite with chromed brass fittings, 
walnut finished wood handles; broiler 
is 12 in. diam.—Electrical Merchan- 
dising, September, 1940. 


G-E Hotplates 


General Electric Co., Appliance & Mdse. 
Dept., Bridgeport, Conn. 


Models: D-70 and D-71. 


D-70 equipped with 
two 64 in. porcelain surface units, 
1—1000 watts and 1—650; 1000 watt 
unit controlled by 3-heat reversible 


rotary switch giving top heat of 1000 


watts, medium 500 and low 250 watts ; 


gov- TOASTWELL Toasters 


Utility Electric Co., 620 Tower Grove Ave., 
St. Louis, Mo. 


Model: No. 222 2-slice, automatic pop- 
out toaster and tray sets. 

Selling Features: Automatic time con- 
trol; clock mechanism silent, no tick- 
ing; automatically pops-out bread 
when toasted or keeps it warm in 
ovens until served; modern design, 
chromium body, black Bakelite base 
and trimming. 

No. 222-T toaster and tray set in- 
cludes 2-slice super-silent automatic 
toaster and tray set with satin finish, 
walnut tray, 2 relish dishes nest for 
use as refrigerator dish when not in 
use. No. 222-W tray set includes 
2-slice silent automatic toaster and 
deluxe tray set with extra large satin 
finish genuine walnut tray; 2 clear 
crystal glass relish dishes; 2 clear 
crystal glass plates, cutting board 
with permanently attached knife. 

Prices: Toaster, $11.95; No. 222-T tray 
set, $15.45; No. 222-W de luxe tray 
set, $18.45.—Electrical Merchandis- 
ing, September, 1940. 


CONNECTICUT Telephones 


Connecticut Telephone & Electric Corp., 
Meriden Conn. 


Device: “Connecticut” 
tion telephones. 

Selling Features: Gives clear conver- 
sation up to 2000 ft. between any two 
points—living quarters to kitchen, 
bedroom to basement, etc.; easily in- 
stalled, requires only 2, 3 or 4 dry- 
cell batteries at each phone, depend- 
ing on distance; No. 38W Deluxe 
model consists of pair of phones, in 
green enamel cases; double gong 
ringer; watchcase receiver and car- 
bon diaphragm transmitter. No. 44 
WG Jr. consists of pair of phones, 
single gong ringer, gray finish. 

Prices: 38W, $8.50 per pr.; 44WG Jr. 
model, $7. per pr.—Electrical Merch- 
andising, September, 1940. 


Duplex 2-sta- 


Models: 


Device: 


Selling 


split shelves to accommodate cream 
cans and other bulk storage items; 
speed freezer contains 5 pop-ice trays 
each making 2 lbs. ice at a time; 2 
coats Calgloss enamel on Bonderized 
steel exterior; 1l-piece porcelain ena- 
mel interior with reservoir bottom 
of acid-resisting porcelain; chrome 
plated latch and hinges.—Electrical 
Merchandising, September, 1940. 


INLAND Ice Trays 


Inland Mtg. Div., General Motors Corp., 


Dayton, O. 


Magic Finish Shucker Tray 
and Magic Finish Tilt Out Tray. 


Selling Features: Shucker tray features 


convenience—touch of tray lifter re- 
leases tray from freezing compart- 
ment; handle releases few cubes or 
trayful. Tilt Out tray combines fast 
freezing and quick release—cube re- 
lease lever gives 2 cubes at time or 
trayful; can opener or other tool may 
be used with equal ease; Tilt Out 
Tray also available in double duty 
dessert tray with 2 tilt out grids.— 
Electrical Merchandising, September, 
1940. 


v 


G-E Water Heater 


General Electric Co., Appliance & Mdse. 


Dept., Bridgeport, Conn. 


“Special” 30 gal. water heater 
G301B2. 

Features: Single Textolite 
sealed-in Calrod flange-type unit 
immersed in water at bottom of tank ; 
Thermosnap automatic temperature 
control adjustable to deliver hot water 
between 120 and 190 degs.; built-in 
heat trap with galvanized pipe and 
fittings; galvanized copper-bearing 
steel tank; outer shell finished in 
high-gloss baked-on Glyptal enamel, 
tank supports, bottom cover and base 
legs welded together to give rigid 
permanent base. 


Price: $59.95.—Electrical Merchandis- 


ing, September, 1940. 
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My part in this program is to 
win the hearts of your neighbors 
and turn their attention to 
YOUR STORE. 


with a Dramatic, Volume-building Program! 


Never has there been a more dramatic theme! It emphasizes the 
emancipation women have sought for ages. It directs attention 
to the easier, more economical ways of living that electricity has 
made possible. 

Thirteen color pages in four big national weeklies create accept- 
ance for this Leisure-Living Theme. But that’s only half the 
story. Blondie, of comic-strip fame, will lead the parade of pros- 
pects to your store. And here’s how. 


BLONDIE GOES TO LEISURELAND 
Westinghouse has made available this give-away, traffic-building 
game. It’s built around a favorite comic-strip family; Blondie, 
Dagwood, Baby Dumpling, and Daisy! A brand-new game! Hilar- 
ious fun for old or young! A game that will draw prospects 
right into your store. 


TUNE IN “MUSICAL AMERICANA”, .8.C, NETWORK, COAST-TO-COAST, EVERY TUESDAY EVENING 
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ua 
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| 
FOCUSED ON YOUR STORE 
ATIONAL ADVERTISING 
13 color pages— *° create acceptance for wet for 
2) musicAt AMERICANA 
plugeins for you every Tuesday: 
pisPLAY 
To put your store in the Leisure Line 
\ymelieht 
NEWSPRINT FLYER 
imprinted with your name- 
ADVERTISING 
To add newspaPet speed to your 
\ocal campaie™: 
Points right to your store 


> 


The Westinghouse Leisure Line of Electric Home Appliances 
a Tremendous Advertising Campaign 


COLOR PAGES 


AN AD EVERY WEEK...REACHING 43,780,000 PEOPLE THROUGH 4 BIG WEEKLIES 


1. NATIONAL ADVERTISING... 
Creates a Big 
2. THE GAME. a 
Gives prospects a reason for coming 
3, TIE-IN MATERIALS . 


Focus everything on Point of Sale . sik oe 
help you - your share of the tis 


offer it FREE. It will get prospects 


$0.come in and look et your Westing- ASK YOUR WESTINGHOUSE MAN 

TRAFFIC house products... make sales... He has all the details. Or write direct to Depart- 

s TORE build a good prospect list. ; ment 202. Westinghouse Electric & Mfg. Co., 
Merchandising Division, Mansfield, Ohio. 
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This game is a traffic-builder. You 2 : 
! - 
Y OF ELECTRIC HOME APPLIANCES 


SELLING 


CONTROLLED 
Fluorescent Lighting 


Created and 
Engineered by 


Jaries 


Patent Pending 


CONTROLLED 
sFLUORESCENT 
\ ‘PLUS ZONE 
ORDINARY 
FLUORESCENT 
LIGHT, 


EVEN LIGHT—* 


GREATER 


XA completely new shade design 


with revolutionary baffle louvers 
—directs light uniformly—under 
CONTROL. The amount of light 
wanted on a certain desk area can 
easily be directed there. Insuffi- 
cient light area, “glare spots” and 
shadows are eliminated. The 


greatest sales accomplishment in Fluorescent engineering! 


Unmatched distinctiveness to clinch greater sales. 


Retail 


Price for desk lamp, $13.50. 


New! “CONTROLLED FLUORESCENT” Bed Lamp 


By a quick, easy adjustment of the new 
Concentric 
Shutters, a beautifully soft, diffused illumi- 
nation can be controlled down or up, to 


exclusive 


MANICURISTS LAMP 


DRESSER 


Faries 


Cylindrical 
exactly the amount |— \g 

desired. Wide enough 
for two to read by. 
Cylindrical Shutters 
permit turning toward 
ceiling or wall, mak- 
ing an ideal night 


light, or illumination 
for an entire room. Exclusive FARIES design makes 
possible remarkably ample illumination with a T-8 
Fluorescent bulb. This revolutionary bed lamp fills an 
infinite variety of uses for hospitals, hotels and homes. 


Other Controlled Illumination Opportunities 


This same revolutionary new FARIES Controlled 
Fluorescent Lighting is available in Manicurists’, dresser, 
stenographers’ and musicians’ lamps (illustrated 


at left). In every case, it brings the much desired 
feature of “the right amount and kind of light on 
exactly the right area!” Available also are: Pulpit, 


jewelers workbench, spinet piano lamps—a_ complete 
line of indirect Fluorescent Torchieres—CONTROLLED 
Lighting for libraries and reading rooms. 


Get Set—NOW, WRITE! 


Don't miss the dynamic sales power of Faries CON- 
TROLLED Fluorescent Lighting. Get full details 
and prices. Ask for the Faries catalog of more 
than 200 lamp leaders. Write TODAY. 


MFG. CO. 


Decatur, Ill. 


1002 Grand Ave. 
S. Robert Schwartz, Div. 
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HOTPOINT Water Heater 


Edison General Electric Appliance Co., Inc., 
5600 W. Taylor St., Chicago, lil. 
Vodel: Hotpoint Special. 
Selling Features: Available in 30 gal. 
size only; single heating unit from 
100 to 3000 watts; galvanized tank; 


water temperature governed by 
thermostat; baffle distributes cold 
water entering at bottom of 


mixing of 
with 


tank reducing 
cold water 


incoming 
stored hot water; 


baked-on Calgloss with black base; 
drain valve can be supplied at slight 
additional cost.—Electrical Merchan- 
September, 


1940. 


dising, 


SUPERSTAR Tray Sets 


Stern-Brown Inc., 42-24 Orchard St., 
Long Island City, N. Y. 
Models: Toastrite and 


sets. 


Aristocrat tray 
Selling Features: Toastrite set consists 
of No. 50 Toastrite automatic, 2- 
slice, pop-up toaster chrome plated 
tray with walnut handles and colored 
jam and jelly dishes. Aristocrat tray 
set consists of No. 45 Aristocrat 2- 
slice toaster ; chrome plated tray with 
walnut handles and colored dishes.— 
Electrical Merchandising, September, 
1940. 


QUIET MAY Winter Air 
Conditioners 


May Oil Burner Corp., Baltimore, Md. 


Models: AC-72, AC-100 and 120; 127-4, 
and 127-5. 
Selling Features: AC-72 for small 


homes, maximum output 72,000 btus; 
heats and humidifies in winter, filters 
and circulates all year ’round; heat- 
ing element constructed of high qual- 
ity steel, electrically welded, arrange- 
ment of active heating surfaces 
utilizes every bit of heat conducting 
surface to transfer heat from hot 
gases; spun glass filters cleanse air 


SEPTEMBER, 


of practically all dust, pollen, lint, ¢ 
large blower-fan operating at s 
speed; automatic humidifier }, 
porcelain enameled reservoir 
automatic water supply valve; “Ger. 
tor” pump delivers liquid fuel oil 
oil burner at right amount of pr 
sure; all-steel cabinet gray enamele, 
Models AC-100 and AC-120 heat 
humidifies, filters, circulates air 
winter, filters and circulates in sun 
mer, has maximum output of 100, 
and 120,000 btus; oil burner equippe/ 


with double sapphire jeweled atom. 
izer. 

Models 127-4 and 127-5 have may 
imum outputs of 160,000 and 200, 
btus.—Electrical Merchandising, S¢ 
1940. 


tember, 


PERFECTION Oil Heater 
Perfection Stove Co., Cleveland, O. 


Model: New size Ivanhoe Universal 
Heater added to Superfex line. 

Selling Features: New model has ca- 
pacity of 66,000 btus; same _ typ 
burner and combustion chamber cor 
struction as Superfex heaters; fir 
ished in “Crincalac baked ename 
adjustable shutters on front for direct 
ing radiant heat downward to warn 
floor; perforated side casing provid 
combination radiating and circ siete g 
heat; electric blower for forced cir 
culation also available; Ivanhoe li 
includes 2 other models with capaci 
ties of 31,000 and 51,000 Btus re- 
spectively and 2 sizes of radiating 
heaters finished in blued steel wit 
heating capacities of 31,000 and 
51,000 btus.—Electrical Merchandis- 
ing, September, 1940. 


v 
LUMINESCENT Switchplate 


National Plastics Inc., 1005 Power Ave. 
Cleveland, O. 

Device: “Go-Plate” ivory plastic switc! 
plate absorbs and stores light; giv 
off fluorescent glow at night; plates 
are available for standard toggle ané 
push-button switches and for 2 out- 
let receptacles. — Electrical Mer- 
chandising, 1940. 


September, 


MET-L-TOP Ironing Table 


Met-L-Top Tables Inc., Milwaukee, Wis. 
Selling Features: Table top is pet 
forated to permit escape of heat and 
steam of ironing and keep pad dryer: 
400 watt element built into channels 
of table top providing heat from be- 
low; connections permit plugying 
iron into table jack. 
Price: $9.95.—Electrical 
ing, September, 1940. 
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ANY OF THESE FAMOUS WATIONALLY ADVERTISED 


CADILLAC 


MOTOR-DRIVEN-BRUSH VACUUM CLEANERS 
WITH A MODEL 60 


CADILLAC 
MOTOR-DRIVEN-BRUSH 
HAND CLEANER 


For a limited time only 


Moot | LOW PRICES 


MODEL 60 

MOTOR-DRIVEN 
BRUSH 
HAND 

CLEANER 


ter 
J, O. 


| | TH xi 
~~ TO SELL AT 


hase 50 ALL BRAND NEW- 
6 \\\\ CADILLAC’S 
tus fe whl NOTHING CHANGED 


and 
an BOTH x 


Ave we 49 TO SELL AT 

el "$6645 


Be Sure to See THe sensaTiONAL 
EED CONTROL 


CADILLAC VACUUM CLEANER 


Ylow \s tHe TIME To ESTABLISH YOURSELF 
AS A MONEY MAKING CADILLAC DEALER 


TO NEAREST CADILLAC DISTRIBUTOR. mone. BOTH x 


ble 
95 
| OR DIRECTLY TO US FOR FULL INFORMATION | 150 
Is Regular Price. 
eat and $1650 
dryer: 
CLEMENTS MFG. CO. 39 
45 
6666 S$. NARRAGANSETT AVE., CHICAGO, ILL. “$46 
han lis- 
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Wire, phone or write today for a sample of Model 404-M Automatic Laundry Queen (shown 
above) equipped with the Super “WRING-MASTER” Wringer. Gleaming White Porcelain Tub 
cushioned in rubber. Full bullet shape. 8 Ibs. capacity. Massive modernistic base and legs; 
baked white enamel. Exclusive “DUO-DISC” Imvertible Agitator and “Stokes” Ball-bearin 
Transmission completely sealed. Never needs oiling. 
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Your sales “performance” 
won't lag with “WRING- 
MASTER” on the floor. It’s 
got “glamour.” It’s got “‘per- 
sonality.”” Its got “punch.” 
It’s the center of attraction at 
every washer showing because 
it’s the last word in Wringer 
Efficiency, Simplicity and 


SAFETY 


Sell Something “DIFFERENT” 


Sell Greater Wringer Efficiency . . . . Greater Wringer 

Convenience and Simplicity . . . . and Greater Wringer 

Safety and You'll Sell More Washers. 

® Maximum Water Removal entire roll length with 
Oversize Resilient Cushion Rolls. 

® Massive, One-piece Pure Aluminum Frame; Drains 
highly polished; ends baked white enamel. Strongly 
hinged one-piece rustproofed metal top baked white 
enamel, 

® Stainless Steel Ball-bearings assure Quiet, Smooth, 
Frictionless operation and permanent alignment 
of rolls. 

® Instantaneous “Push” or “Pull” Release, full length, 
gives 3%” clearance between rolls. Instantly and 
easily reassembled. 


AUTOMATIC WASHER COMPANY 


FOR 
WASHER-IROWER 
WEEK 


331 W. Third Street, Newton, lowa 
Try “Selling Something DIFFERENT” itional 


for National Washer & lroner Week 


\% H.P. G.M. motor, rubber insulated. 


WASHERS 


Baby Hot Water Heater 
Boom 


OAD side taverns, like the \Vhi- 

Fence Inn on the famous Hig}. 

way 66, out of Chicago, have custom. 

ers come in bunches. All call fo; 
coffee. 


Miss Nellie Bartlett says goodby to tea 
kettle. 


When Stuyvesant Peabody put w 
the White Fence Inn as a show plac 
he added a two-gallon hot water heater 
as an adjunct to the coffee making 
department. It boosts the tempers 
ture of the water to be used in coffee 
making, and cuts down the heating 
time. 

Inasmuch as the White Fence Ins 
is considered a model in the Middle 
West, this 2-gal. non-pressure electric 
water heater probably will start 2 
vogue among the roadside tavern: 
Incidentally, it plugs into any elec- 
tric outlet. 


"Variety Lights" 
Substitute for Front Porch 
attractive and comfortable 


front porch, which was once 2 
part of the architectural design 
every home located in distric 
which has a warm summer climate, ' 
no more, The houses nowadays have 
front doors without any “eyebrows 
at all—much less the outdoor living 
room which the verandah represented 
This means that the family life ' 
definitely less rich and romance on the 
porch swing must drop completely ou 
of the prospects of the daughter of tht 
family—unless something is dont 
about it. The El Paso Electric Con- 
pany devoted April to doing some 
thing about it by running a campaig! 
on “Variety lights”, as they call thei 
outdoor garden units, because of tht 
variety of uses to which they may 
put. This makes it possible to sul 
stitute lawn parties for the ol! 
fashioned method of visiting on th 
front stoop. And as for daughrer, 3 
garden hammock can be just as ¢& 
fective and a lot more romantic the 
the old one used to be. The varie! 
lights were to be installed in the ga” 
den, with a switch at the house—a®! 
sold for $3.95 with terms if desived. 
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PEOPLE + PRODUCTS - PLANS 


ectrical Merchandising Review of the Month 


September, 1940 


Petrie Gets Going at Crosley 


R. |. Petrie, new Crosley vice president and general sales manager, swings into 
action quickly in his new job. He is seen here going over the fall merchandising 
program for Crosley household appliances with William M. Shipley, manager 


major accounts sales. 


NAME WESTINGHOUSE 
“SALES TALK" WINNERS 


MANSFIELD, O.—Harold Eshelman oi 
St. Joseph, Mo., and C. J. McGhee, of 
Massillon, O., are the winners of the 
two $1,000 cash prizes in the Westing- 
house Sales Audition contest, conducted 
by the Westinghouse Electric & Manu- 
facturing Company Merchandising Divi- 
sion, Mansfield, Ohio. 

Frank R. Kohnstamm, sales manager 
of the Westinghouse Merchandising Di- 
vision, announced that the two were ad- 
judged final winners out of the 6,000 
retail salesmen throughout the United 
States who competed in the unique con- 
test, which continued from Feb. 1 to 
June 30. Both Mr. Eshelman and Mr. 
McGhee previously had won local and 
district contests. 

The entries were judged on the basis 
of recorded sales presentations on ranges 
and refrigerators. Each of the 6,000 en- 
trants recorded his “sales talk” by means 
of portable recording machines operated 
by Westinghouse Sales Application Su- 
pervisors in various districts. After hear- 
ing his record played back, each entrant 
made a second recording a few weeks 
later and the second presentation was 
entered in the contest. 

Outstanding retail salesmen acted as 
judges in all the contests—local, district, 
and national. 

Mr. Eshelman, who is connected with 

e Eshelman Music Company of St. 
Joseph, Mo., based his presentation on 
the refrigerator. He won first the local 
contest conducted by the Columbian Elec- 
tric Company, of Kansas City, Westing- 
house distributors, and then the mid- 
western district division. 
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Mr. McGhee, a salesman of the Ohio 
Public Service Company in Massillon, 
based his presentation on the rangé. He 
first won the local contest conducted by 
the Moock Electric Supply Co., of Can- 
ton, O., Westinghouse Distributors, and 
then the central district contest. 


THIRD NATIONAL WASHER-IRONER 
WEEK HERALDED AS GREATEST 
A Statement by W. Neal Gallagher 


National 
we are 


We have had two great 
Washer-Ironer Weeks. Now 
about to have a greater one. 

Our industrywide promotion under the 
auspices of the American Washer and 
Ironer Manufacturers’ Association has 
made extra money for many dealers each 
year. The benefits will be bigger this 
year. 

There is something contagious about 
success. Dealers who held back or did 
not participate at all in 1938 or 1939 have 
decided to cash in on this year’s promo- 
tion, which offers not alone extra busi- 
ness in The Week, but also following it. 

When an Aurora, Illinois, dealer re- 
ports that a special contest window and 
seventy-five inches of newspaper adver- 
tising gave him 500 percent increase over 
his average week's business in washers, 
it is easy to assume that he will be back 
in this year’s promotion more heartily 
than ever. 

Selling four washers in one day on the 
strength of a special window display 
in a little town in Georgia is a success 
story that anybody can understand. So 
is the report from a Minneapolis dealer 
who says that the Week in 1939 gave 
him more washer-ironer business than 
in any other week in his history. 

Jump to Fresno and you find a dealer 
who sold more than twice as many wash- 


Automatics 


mn COMMERCIAL CO. 
FRANCISCO CAL. 


Blackstone officials give the “high-ball’ signal for the first solid carload of new 


Blackstone Automatic Washers shipped from their Jamestown, N. Y., plant. 
car was consigned to Dohrmann Commercial Company, San Francisco. 


The 
In the 


picture, from left to right, are Otto Carlson, superintendent; O. A. Lenna, 
president; Gunnard Oberg, research engineer; P. S. Moynihan, sales manager 
and Emmett Lawson, advertising manager. 


1940 


W. NEAL GALLAGHER 


President American Washer and lroner 


Manufacturers’ Association. 


ers and ironers in The Week compared to 
the same event in 1938. 

Any dealer can tie up with National 
Washer-Ironer Week easily and at virtu- 
ally no expense, with a practical cer- 
tainty of a worthwhile increase in his 
washer-ironer business and profits far 
out of proportion to the effort involved. 
It is a natural for any dealer who wants 
to sell more washers and ironers and 
make more money. 


DUBUQUE HAS FIRST 


_ DEALER CO-OP CAMPAIGN 


| ley Electric Co., 


DUBUQUE, IA.—Twelve dealers, sell- 
ing eight brands of refrigerators, join 
hands this summer to give Dubuque 
its first dealer cooperative refrigerator 
sales campaign. The Interstate Power 
Company took part. 

H. A. Dahl, zone manager of the Kel- 
vinator Corporation, pointed to the fact 
that Dubuque has only a 35 per cent 
acceptance (saturation) of electric refrig- 
erators. This is well below the na- 
tional average and with the present low 
cost of refrigerators all salesmen have 
a golden opportunity. 

Eight brands of refrigerators repre- 
sented in the campaign were: Frigidaire, 
General Electric, Westinghouse, Stewart- 
Warner, Kelvinator, Cold Spot, Crosley 
and Montgomery Ward. The twelve 
dealers who cooperated are: Appel-Hig- 
Interstate Power Co., 
Montgomery Ward Co., Reniers’, Sears- 
Roebuck, Even Radio & Appliance Co., 
Home Supply Co., Midwest-Henker Co., 
Radio Shops, Roehl-Phillips Co., Stemp- 
fer’s, and the John C. Kleith Co. 
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1st Carload of Blackstone 
ACKSTONE AUTOMATIC WASHER 5 
| i CARLOAD 
as | 
ic thas f 
gat 
and 
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When you order Washers for this year’s big Washer Week 
(October 19-26)—will you include models that mean profits 
or will you follow the crowd with featureless conventional 


washers at low profitless prices? 


Barton with Exclusive 
“Firsts” Insures Real Profits 


With the women of your community thinking 
washing machines—you have your best chance 
to serve them better and insure proper profits 
for yourself. 


@ The women will be in the mood 
to hear about— 

@ Barton Controla Speed 
—a speed for every fabric. 

@ Barton Water-Breaker Tub 
—that washes clothes cleaner in 
less time. 

@ Barton Molded Plastic Agitator 
—that is easier on the clothes 
and does not corrode or tarnish. 


1710 Extra Water 
Currents Per Minute 


The simplified sketch illus- 
trates how the Water-Deflec- 
tor Tub shoots the water back 
through the clothes instead of 
just swishing around. 1710 
extra water currents per min- 
ute are created — cleaning 
more thoroughly in less time 

. with less wear on the 
clothes. 


Only BARTON has this 
Multi-Action Washing Tub 


Each of these three distinctive feat- 
ures is appreciated by your prospects, 
—each is important from the 
woman's standpoint,—each is easily 
demonstrable-—Together they give 
you something real to talk about,— 
something that will keep a good 
percentage of your sales in the profit 
brackets. 


FOR A COMPLETE WASHING JOB 


sPEED 


(Patent Applied For) 
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Not Just Sales... 
During 1940 National Washer Week |: 
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MAKE BETTER USE OF THIS YEAR'S pos 
NATIONAL WASHER WEEK facta 


Order, display, demonstrate Bartons—Write for ‘ 
Barton literature and prices, today. THE BAR- _ 
TON CORPORATION, West Bend, Wisconsin. ye 
In Canada, Onward Manufacturing Co., Limited, 
Kitchener, Ontario. 
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SURVEYS AIR 
CONDITIONING 
GROWTH IN THE U. S. 


42,604 Installations Reported 
by Utilities in Annual Study 


EW YORK—The 1940 survey of air- 
nditioning installations in the United 
tates, broken down into business classi- 
ations and just released by C. E. 
reenwood, Commercial Director of Edi- 
nm Electric Institute, is the most com- 
rehensive study of air conditioning 
rogress ever made. The 183 utility 
mpanies represented in the report serve 
5,000,000 people, or more than half of 
country’s total population. The 
umber of installations reported is 42,604, 
hich use a total of 873,024 horsepower. 
One-fourth of all these air conditioning 
installations are in offices and office build- 
ings; one-fifth are in restaurants and re- 
tail stores, and one-fifth are in apart- 
ments. The remainder are scattered 
ymong nearly two dozen different com- 
mercial and industrial classifications, in- 
luding banks and barber shops, beauty 
arlors and broadcasting stations, hospi- 
tals and hotels, funeral homes, public and 
ecreational buildings, department and 
irug stores, theatres, manufacturing 
lants of many kinds, and fur storage 
stablishments. 

Data for each utility company is shown 
30 different business classifications, 
and includes a record of installations prior 
» 1938, during 1938, during 1939, and 
total installations to the first of January, 
1940. 

Variations in the average horsepower 
i air conditioning systems for various 
types of service is conspicuous through- 
wt the report. The average doctor’s or 
entist’s office, for example, uses only 2 
orsepower. The average public build- 
ng installation requires 142 horsepower 
to operate its air conditioning system. 
There are ten times as many doctors’ 
and dentists’ offices with air conditioning 
s there are air conditioned department 
stores, yet the latter, using an average of 
109 horsepower, account for a total of 58 
per cent more horsepower than this group 
offices. Other heavv users include 
theatres, hotels, office buildings and retail 
stores. 


Draft Will Affect 
Installment Sales 


WASHINGTON, D. C.—Installment 
sales of electrical appliances will be di- 
rectly affected by the moratorium pro- 
visions on obligations of all men called 
to service under the national guard mob- 
lization and the selective service con- 
scription bills. 
As this provision is now written in 
these bills, the moratorium on obligations 
lor the duration of military service is 
made effective by ruling that all repos- 
sessions must wait upon Court order. 
The legislation follows the World War 
pattern, but its effect today is vastly 
more far-reaching because of develop- 
ment of installment selling. 
Instances already have reached Wash- 
ington of banks and retail dealers halting 
all installment sales to men—unmarried 
and married alike—within the 21-to-31 
age bracket and to guardsmen, and the 
movement appears to be spreading. 
\lso, a number of retail and credit 
groups are organizing to urge Congress 
to revise present legislation to permit 
court-appointed referees to arbitrate re- 
possessions and to permit voluntary 
settlements by contracting parties satis- 
lactory to persons called into military 
service, 

Department of Commerce figures esti- 
mate the amount of outstanding install- 


ment paper at four billion dollars. 
Roughly speaking, autos lead the list, 
with furniture and electrical appliances 
lol owing. 
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In the picture above are some of the 735 dealers and salesmen who attended the summer 


Dealer Meeting" 


Joe Maloney, general sales manager of the Eastern Company presents his part 
of the dealer meeting. 


EN 
DERBY B 


Joe Segal, Bendix sales manager of the Eastern Company, in the role of 


Professor Suds, officiated as judge in the Quiz Contest 


Alan Steinert, president of the Eastern Company, addresses the impressive 
gathering of dealers at the Bendix meeting in Newark. 


1940 


“Hobby Derby 


in Newark, N. J.—a presentation of the summer campaign of the Krich-Radisco Co., Bendix 


distributors. A big show was 
a feature of the meeting and 
some additional snaps of the 
festivities are shown at the 
left. 


WESTINGHOUSE 
EXPANDS AT 
MANSFIELD PLANT 


500,000 Program Under Way 


MANSFIELD, O.—The Westinghouse 
Electric & Manufacturing Company has 
announced plans for-construction of a 
$569,000 warehouse, bringing to $1,500,- 
000 the cost of an expansion program now 
under way at its Merchandising Divi- 


sion headquarters plant in Mansfield, 
Ohio. 

Frank R. Kohnstamm, sales manager of 
the Westinghouse Merchandising Divi- 


sion, explained that the reason for the 
expansion is to step up production and 
warehousing facilities to meet increasing 
business demands anticipated by company 
officials. 

The second major feature of the ex- 
pansion program on which work now is 
in progress, is a new metal stamping 
building costing more than $500,000. An- 
other item in the program is the addi- 
tional construction of two stories on one 
of the main buildings of the plant. 

Cost of these new buildings and the 
warehouse, including the equipment that 
will be installed in them, will total ap- 
proximately $1,500,000. 

The entire program, when completed, 
will increase by 24 per cent the present 
$6,230,000 value of the Mansfield plant. 
The plant’s capacity in production ‘of 
household refrigerators will be increased 
by one-third and the present warehouse 
facilities will be increased by close to 50 
per cent. 

“The Mansfield plant, in the five years 
prior to 1940, has produced 4,274,000 units 
of household merchandise,” Mr. Kohn- 
stamm said. “This production includes 
refrigerators and ranges, water heaters, 
irons, roasters, waffle irons, toasters, and 
sandwich grills. 

“To date, this year, we have had a 
steady increase in business. In the first 
six months of 1940, our refrigerator out- 
put exceeded the figure for the first six 
months of 1939 by 50 per cent. 

“This increase, plus the continued fav- 
orable business prospects for the balance 
of 1940 and 1941, has prompted us to un- 
dertake the expansion program. We feel 
that expansion of our facilities will place 
us in even more favorable position than 
in the past to provide the luxury of elec- 


trical home equipment at more reason- 
able cost to more and more American 
homes.” 
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HOT POINT LAUNCHE 
"POLITICAL" RANGE 
| CAMPAIGN 


THATS 
THE MARK 

READ ABOUT 

THE 


CHICAGO—At a series of Hotp 

Presidential Campaign Conventions, 

| being held throughout the country, Ho 
point retailers will meet with distributy 
and Hotpoint range specialists, to ma 
their local Presidential Campaigns, whj 

| are exepected to bring about a lands; 

of sales for Hotpoint’s “Candidate”—; 

new President range. 

According to Ward Schafer, Manage 
Hotpoint Range Division, four importa; 
factors combine to make this one of th 
most complete electric range progran 
ever sponsored by Hotpoint: 

1. Timeliness. Sharing the spotlig _ 
with America’s great national event, ¢ _ 
Hotpoint Presidential Campaign is dd 


- 


“Political campaign" display piece for 
Hotpoint campaign. 


signed to turn the eyes and interest « 
every woman toward her local Hotpoi 
retailer. Each detail is timed and planne: 
to take advantage of aroused publi 
awareness of things political. 

An entirely new product. The cam+ 
paign is built around Hotpoint’s “Winning 
Candidate”—the new President Electri 
Range. This range is brand new, it i 
priced at $129.95, at the factory, wit 
freight and installation extra, and backe 
by a special “President” finance plan 
This price is in the bracket which ha: 


~—How this familiar seal bracket which li 
< accounted for over 35% of the industry: 
melted an icy prospect raat 


3. Endorsed by George A. Hughe: 
The President range is sponsored per- 
sonally by George A Hughes, The Hot- 


kL. ‘ point Company’s Chief Executive, who i: 
SURE had a tough time getting this lady to talk. She was known everywhere as the “father of the 
perfectly willing to listen to anything I said about the electric range.” 
machine, but I couldn’t seem to draw her out. Then, all of a 4. A giant sales promotion package, The 
containing everything needed to alway: 
- sudden, while I was explaining how the wringer works, she any Hotpoint retailer on his own active] washe 
To Help You Close Many a Sale noticed the U-S-S Virrenamet Seal. She was delighted. Presidential Campaign. any h 
ee ee ee “That’s the mark I saw advertised in the Saturday Evening 
ameled products now label them Post!” 


with the U-S-S Virrenamet Seal, 


“That’s right, Ma’am,” I said. “That’s another good fea- 
bol of i - - 
quilty ture of that machine—it’s made with U-S-S VirrenaMe., 
through. Advertisements in Ameri- 


A. L. Powell, Lighting Engineer, 


the metal that’s made especially to take and hold a more Dies 
perfect porcelain enamel finish. Whenever you see that Seal 
on stoves, washing machines, table on any product, you know the parts you can’t see are just as NEW YORK—Alvin L. Powell, super- 
tops, refrigerators, etc. See that the fine as the parts you can see.” vising engineer in charge of onguncer™s 
products you sell bear this mark. It organization of General Electric Lam; 
From that point on, the sale was easy. She couldn’t have Department's Atlantic Division, 
been more pleased with herself if she’d discovered we went his — il Ridge. 
> | New Jersey, ss had con- 
to grade school together. Funny how often that U-S-S 


fined him to his home for several months. 

An internationally known authority on 
illumination design and application, Mr. 
Powell pioneered in the fields of achi- 
tectural, decorative, and many other 
modern forms of lighting. A_ prolific 


VITRENAMEL Seal helps clinch a sale! 


CARNEGIE-ILLINOIS STEEL CORPORATION 


Pittsburgh and Chicago | writer, he prepared numerous papers and 
articles on these subjects which have a! 
Columbia Steel Company, San Francisco, Pacific Coast Distributors . United States Steel Export Company, New York peared in general and trade publication 


His lectures to professional and lay 
audiences were attended by thousand: 0! 


UNITED STATES STEEL 


| ating Engineering Society for eat 
| 1934-35. 
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“I’m not exaggerating a bit when I say that National 
Washer and Ironer Week puts money in my pocket 
—my sales records for the past two years prove it. 
Business just didn’t walk in the door, of course, but 
the Week gave mea splendid chance to find new 


prospects and sell them.” 

ce for 
erest 
Lotpoi 
planne: 
| publi 
he 
W inning 
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WwW, it 1s 
wit 
backe 
ce plan 
lich ha: 
idustry’s 
Hughe: 
‘ed per- 
he Hot- 
, who 1s 
r of the 
package. “The way that I look at it, my biggest job has “With the entire industry carrying on anation-wide “So by cooperating with National Washer and Ironer 
launch always been to get people interested in my campaign to acquaint the public with my products, | Week and by doing an aggressive selling job, I don’t see 
n activell washers and ironers. I am therefore glad to get _I can find a lot of prospects. People become washer- how I can help but sell a lot more washers and ironers. 

any help I can that will boost my sales.” and ironer-conscious and by contacting many of I’m looking forward to a profitable year of sales, with the 

them my sales and profits really go up.” Week as the springboard to start me off.” 
jineer, 
G-E M Can Put M in Your Pocket, T 

-E Motors Can Put Money in Your Pocket, foo 
super- 
=r During National Washer and Ironer Week, as in every other week throughout the 
, New year, General Electric motors can help you make more sales and increase your 
hp profits. By mentioning that your machines are equipped with G-E motors you can 
months. ; capitalize the public acceptance these motors have for reliable service. And you 
ag can actually save dollars and cents in service costs if your washers and ironers are 
of achi- equipped with G-E motors, because they will give years of service without attention. 
other General Electric, Schenectady, N. Y. 
yers and for Washers 
lave ap- 
ENERAL ELECTRIC 
ind = lay 
sands ol 700-19 
Iilumin- 
he year 
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@ The Bonderite label on a refrigerator, washing machine, kitchen 
cabinet, or other enameled product, is evidence of careful manufac- 
turing, as well as outstanding finish quality. It is a well known symbol 
of greater value to a market well informed by many years of continuous 
advertising. 


Any manufacturer who applies Bonderizing may use this label. The 


dealer who buys a Bonderized product has a tremendous sales advantage. 


PARKER RUST PROOF COMPANY, 2164 E. Milwaukee Ave., Detroit, Mich. 


Sook 


It contains what a salesman should 
know about Bonderizing—an im- 
portant sales feature. 
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Arvin Heaters 
in Fall Drive 


COLUMBUS, IND.—G. W. (Tommy) 
Thompson, vice-president of Nollitt. 
Sparks Industries, Inc., Columbus, | ndj- 
ana, announces an aggressive merclian- 
dising and advertising campaign to 
launch the new 1941 Arvin electric {an- 
forced circulating heaters. The cam- 
paign features space in the following 
consumer publications: The American 
Magazine, Collier's, Good Housekeeping, 
Better Homes & Gardens, Parents’ and 
The American Home. It is also supple- 
mented by other sales help including 
hand-out folders and a three-color coun 
ter-window display. 


Three-color counter-window display for 
_ Arvin fall drive on heaters. 


According to Mr. Thompson, last yea: 
sales on this popular home heater in 
creased 65% over the previous year. 
They are expected to sell even faster 
this year as a result of the widespread 
campaign, dealer interest and consume! 
acceptance of the product which has 
been approved by the Underwriters’ Lab- 
oratories and Good Housekeeping In- 
stitute. 

The new line of electric home heaters 
includes a standard model and two de 
luxe models which retail from $6.95 to 
$9.95. The cabinets are of heavy gauge 
metal on rubber feet. The standard 
model 101 is finished in two tone green 
enamel. The Deluxe models are avail- 
able in ivory and maroon enamel, and 
in tan and brown morocco. Both these 
heaters have chrome grilles. 


G-E Air Conditioning 
to Cultivate New Dealers 


BLOOMFIELD, N. J.—Extensive culti- 
vation of new dealers was set up as the 
objective of the General Electric air con- 
ditioning and commercial refrigeration 
department for the remainder of 1940, by 
district managers who met with the 
sales executives of the department 
recently at Bloomfield, N. J. Meetings 
were in charge of Stuart M. Crocker, de- 
partment manager. 

Elliott Harrington, western sales man- 
ager, reported substantial increases 
sales for the first six months and an- 
nounced that during the rest of the year 
strong secondary distribution would be 
established in territories not now cov- 
ered. Practical assistance in carrying out 
this objective was given by Harold 
Hulett, eastern sales manager, who out- 
lined the market and presented point by 
point a new dealer opportunity booklet 
This presentation describes the line, maf- 
ket potentials, selling plan, various types 
of sales assistance, and the requirements 
to be met by new dealers. 

A new packaging program for sales 
promotion and advertising literature de- 
signed to simplify ordering and improve 
the effectiveness of this type of material, 
was explained by Glenn Gundell, adver- 
tising manager. 
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; year. Magic-Aire’s greatest selling year is just ahead—and no wonder! 


Bee Dealers selling Magic-Aire will be able to offer these features: 
tee @ THREE great cylinder-type cleaners to cover every price class 
Lab- 
ng In- @ More power — 3314% more suction— 2 H. P.— 600 watts 
— @ Magic Rug Tool—a “natural” for dramatic demonstrations 
ager This new Magic Rug Tool gives you a dramatic, compelling sales-maker 
tandari that will close sales almost by itself! It glides easily across 
qo rugs and carpetings. Its specially-designed slots and end- 
el, and openings pick up dirt and surface litter thoroughly and 
th these quickly, even at the edges of baseboards. 
Add to these features such selling advantages as Magic- 
Aire’s distinctive, modern styling on all models, and the 
new “concentrated suction” swivel floor-brush that is an 
additional feature of Models 200 and 179, and you have 
Yealers just a few of the reasons why Magic- 
2 Fr. Aire will make magic changes in your vacuum cleaner 
yoy? * aon sales! For complete information on the “line of the 
air con- HANGAR year,” mail the coupon today! 
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Harold TURN MAGIC-AIRE’S “SALES “ / | EN 
vho out- 


— MAGIC” INTO INCREASED PROFITS FOR YOU! 
—. a ; @ Mail this coupon today for complete information 
ne, mar mM f G [ f | MAGIC-AIRE, INC., 1734 Ivanhoe Rd., Cleveland, Ohio 
us types Please rush me complete information on Magic-Aire’s complete 


irements line, including all the Magic-Aire Merchandising Helps. 


imp! ywe 
material, 
l, adver- 


ISING BECTRICAL MERCHANDISING—SEPTEMBER, 1940 PAGE 67 


> 
=, 
‘ 
<LI 
| 
a. 
MODEL 201 
k 
STANDARD ime, 
WITH 
; 
7 


ELECTRICAL APPLIANCES DO THEIR PART BY 
FREEING WOMEN FROM HOUSEHOLD DRUDGERY 


National Washer-Ironer Week 
October 19-26, 1940 


Freedom from burdensome toil — time to live! 

ew That’s what modern electrical appliances have 

aa 5 brought to women in American homes. Fitting 

indeed is the nationwide celebration of Washer- 
Ironer Week for 1940. 


” And what an important part Sunlight motors 

| have in this celebration! They are furnishing de- 
pendable power for millions of washers now in 
use. They offer assurance of trouble-free perform- 
ance and safety —a motor that oils itself for the 
life of the machine. Sunlight-powered appliances 
reflect the latest and best developments of an 
industry that is bringing more and more freedom 
to American homes. Sunlight Electrical Division, 
General Motors Corporation, Warren, Ohio. 


\ 


Sunlight-Powered Appliance Dealers: Sue 


Display this advertisement in your window 
during the week. 
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G-E RANGES IN 
FALL "POLITICAL" 
CAMPAIGN 


BRIDGEPORT, CONN.—A rec-whit. 
and-blue electioneering campaign, 

orated with all of the props and dey; 

of a national political drive and offerig 
“Liberal rewards and a secure offy 
tenure” has been launched in behalj y 
General Electric ranges and water heg 
ers to bring distributor sales efforts 

these major appliances to fever heat dy 
ing the important fall months. The cam 
paign bandwagon, scheduled to roll fro, 

September 16 through midnight on Ny 
vember 16, was conceived by the 
range and water heater sales sectiog 
Bridgeport, Conn., and was rolled o 
before the semi- -annual meeting of prody 
specialists at Crystal Lake, Illinois, dy 
ing the first week of August, whe 
preliminary plans were announced. Speayialy 
head of the campaign is a new electri 
range, the “Statesman,” which is bein 
released some four months ahead of 
regular 1941 line, priced in the medium 
to-low bracket, and incorporating man 
new engineering developments. The dri 
will include the entire 1940 line of G 
ranges and water heaters, however. 


ELECTRIC TABLE 
BROILER SALES 
UP 30 PER CEN 


BROOKLYN, N. Y.—July sales 
Broilking electric table broilers we 
30% greater this year than last, and t 
whole seven-month period from Janua 
Ist is correspondingly ahead of 19% 
according to Monte Closter, gene 
sales manager of International Applian 
Corporation, Brooklyn, makers of t 
Broilking line. 
This increase, Mr. Closter states, 
due to two primary factors—advertisi 
and growing public acceptance of the id 
of table broiling. 
For three years following its intr 
duction, the Broilking line was unadve 
tised, except by word of mouth. Distr 
ution was confined largely to 
metropolitan area, where sales we 
steady and showed a healthy growth. T 
company, however, desired to spread 
distribution, and in March of this ye 
Broilking started an aggressive tra 
paper advertising campaign. Sales in 
mediately shot up. 
In five months, directly as a result 
this trade advertising, 106 new accoum 
of the very highest type have been ) 
on the Broilking books. Of these, 
are jobbers (electrical, giftwares, hov 
furnishings, hardware, etc.) and 16 ¢ 
partment stores. The company does 1 
sell direct to dealers. Geographical ¢ 
tribution of new jobber accounts show 
31 in New England, 12 in Middle Ata 
tic, 3 in Metropolitan New York, 10 
South, 25 in Midwest, 8 in Far We 
1 in Canada. 
Broilking sales policy is to coni 
distribution to a select group of who 
salers in any given locality, and to tie 
with one leading department store 
a city. 


Weissinger Joins Crosley 


F. H. Weissinger has joined the 4 
vertising department of The Crosé 
Corporation handle dealer cooperat! 
advertising, L. Martin Krautter, adve 
tising manager, announced recently. 

Mr. Weissinger has had a broad 3 
vertising experience. He formerly ¥ 
with the Campbell-Ewald Company, » 
troit, contacting newspapers, outdoor 4 
vertising companies and radio stations 
the interests of the cooperative avert 
ing of that agency’s clients. He com 
to Crosley from the Central (utd 
Advertising Company of Cincinnati. 


q 
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stand SHAVES 90 SECONDS / 

m janua 

1 of 1% 

gene > Certified by the United States Testing Company. 

Pig Here’s why the new Remington Dual shaves so fast ba 
al and so close: It’s the only shaver with 360 double- i. 

states, 


edged cutting blades, with 109% more cutting length 
than any other shaver... Has the largest hair recep- 
tion area of any electric shaver...And it has the 


advertisis 
of the id 


its intr 
‘ —_ highest power motor driving any oscillating cutter. 


y to 

ales wi ] 75 

rowth REMINGTON DUAL 

f this ye 

tra 

Sales im 

a result 

w accour 

e been 5 

ANNOUNCING 

JHE REMINGTON OVAL 

y does 1 

PLUS TRIMMING HEAD 

Idle Atlat 

ork, cy FOR: 1. Sideburn trimming. 2. Mustache trimming. 

ar 
3. Stray hairs on neck and Adam's apple. 4. Stray 

7 bree hairs on back of neck. 5. Clearing up all stray hairs 

d to tie on cheek bon ’ 

t store $] 50 
REMINGTON TRIPLE-HEADER 
Backed by strong national advertising, eye-catching display ma- 
terial and a generous cooperative newspaper advertising plan, 

sley Remington shavers are due for their biggest Fall and Christmas 

ed the a play yet! 

e Croslt General Shaver Division of Remington Rand Inc., Bridgeport, Conn, 

seg MOST COMPLETE LINE OF ELECTRIC SHAVERS: RAND, Model No. 40, 37.50 

al 5 ... SPEEDAK, Model No. 80, $10.00... BURGUNDY, Model No. 28, $12.75 

... DUCHESS, Lady's Model No. 66, $12.75... DUAL, Model No. 70, $15.75 

headin ... CIGARETTE BOX—DUAL COMBINATION, Model No. 71, $16.75... 

apany, D TRIPLE-HEADER, Model No. 77, $17.50 

utdoor 4 

stations 

e advert 

ae DON’T DELAY—ORDER FROM YOUR DISTRIBUTOR TODAY! | 

innatl. 
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LIGHTING SHORTS 


School authorities and those inter 
ested in exceptional children will hear 
the story of the importance of proper 
lighting in conserving eyesight on 
October 27, when a joint meeting ot 
the Sight Conservation Council of 
Northern California and the Northern 
California Council for Exceptional 
Children held at Berkeley will be ad- 
dressed by Frank M. Moss of Nela 
Park. His services are made possible 
through courtesy of the General Elec 
tric Company 


Principles and business possibilities 
of fluorescent lighting were the sub 
t of a day-long discussion at the 
fluorescent lighting school held in San 
Francisco, June 27, under the auspices 
of the Northern California Electrical 


jee 


Bureau. Some 235 contractors, main 
tenance men, wholesalers, salesmen 
and utility lighting men listened to 


talks on the principles of fluorescent 
lighting, design and installation prob- 
lems and the quality of lighting re 
quired for various tasks. The friendly 
position of the utility toward this new 


field was presented by H. N. Carrot 
of the Pacific Gas and Electric Com 
pany 


The Electrical League of Utah was 
for the Fluorescent Lighting 
held in Salt Lake City on 
which was attended by more 
members of the electrical 
from Idaho, Colorado and 
Utah. An attractively bound reference 
book prepared by the League pres- 
ented abstracts ot the talks given by 


sponsor 
Institute 
June 27, 
than 155 
industry 


representatives of the lamp manufac 
turers, the wholesalers and the util- 
ities \t the end were three sections 
devoted to the latest technical infor 


nation on the design operating char 
and application of fluor 
equipment. 


acteristics 


escent 


September and October are to see 
the beginning of a lamp bulb, I.E.S. 
and fixture drive in Utah and 
western Colorado. The Utah Power 
and Light Company and the Western 
Colorado Power Company are also 
sponsoring a campaign on electrically 
yperated stokers 


lamp 


From Sterling, Colorado, comes the 


report of a light bulb which served 
faithfully on the front porch of a 
home for twenty-nine years. It was 
still giving good service when re- 
moved by an electrician at the time 
of remodeling the house. Of course, 
it was a carbon filament—and hence 
cost the owner four or five times as 
much to operate as a modern bulb of 


nuch higher wattage would have done 


teginning in September, the Idaho 


Power Company starts its all-em- 
ployee campaign on light bulbs. Com- 
pany and dealer activities will be co- 
rdinated during the same period on 
an electric range and water heater 
activities \ series of county fairs 
throughout the company’s territory 
will call for exhibits and demonstra- 
ions of electrical equipment during 
ve fall months 
Little Rock Distributor Dies 
Phe president of the Gunn Distributing 


| 


EDUCATIONAL 


ASSOCIATI 


INFERENCE 


AMERICAN LIGHTING EQUIPMENT 


ON 


Members and speakers at the two-day Nela Park conference of the American 
Equipment Association heard the story of the “Specification-Certification” pro- 
gram outlined at the educatienal meeting. 


A.L.E.A. PROGRAM OFF TO FLYING 
START AT NELA PARK CONFERENCE 


Members Hear Experts Discuss Promotion, 
Design, and Engineering Phases of Program 


CLEVELAN D—Marking a new high in 
residential lighting fixture industry con 
ferences, and featuring speakers out- 
standing in the fields of illumination, de- 
sign, and promotion, the Educational 
Conference of the American Lighting 
Equipment Association held August 15-16 
at the General Electric Institute at Nela 
Park, Cleveland, O., served as the spring- 
board for the newly-adopted ALEA 
Specification-Certification Program. 

Planned to acquaint the members and 
friends of ALEA with the details of 
the new Specification-Certification Pro- 
gram, and to explain the scientific and 
engineering priyciples involved, as well 
as to outline ways and means by which 
the Program will be promoted to the in- 
dustry and general public, the two-day 
Conference brought together 78 repre- 
sentatives of ALEA members’ organiza- 
tions, utilities, electrical wholesalers and 
dealers, as well as others interested in 
the design and distribution of residential 
lighting fixtures. 

The Conference opened Thursday 
morning, August 15, with a short Ad 
dress of Welcome by L. C. Kent, Execu 


tive Manager of the General Electric 
Institute, who then turned the meeting 
over to J. Markel, President of the 
ALEA. Mr. Markel outlined the rea- 


sons for the new Program, pointing out 
how it should tend to raise industry stand- 
ards, improve 


overhead lighting prac- 
tice, and increase the residential lighting 
fixture market, with attendant benefits 


to utilities, wiring interests, and Mazda 
lamp manufacturers. He explained that 
under the plan adopted, lighting fixtures 
conforming to the “Recommended Prac- 
tice for the Illumination Performance of 
Residential Ceiling Luminaires” of the 
Illuminating Engineering Society, and 
meeting with the design approval of the 
ALEA Advisory Board of Design, would 


Company, William W. Evans, 48, died | be certified by the Electrical Testing 
suddenly at his home in Little Rock, | Laboratories. These fixtures, according 
Tuly 9. He was also president and man- | to the plan, will carry the ALEA Cer- 
ager of the Wholesale Appliance Com- | tification tag, which will be nationally 
pany. advertised, he said. 
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J. Carl Fisher, Chairman of the Resi- 
dence Lighting Committee of the [lum- 
inating Engineering Society, and one of 
the active forces in the formation of the 
Specifications, told how the ALEA 
Specification-Certification Program was 
a natural development of the LE.S. policy 
ot developing the art and science of 
illumination. 

The necessity for compromise between 
decoration and illumination efficiency in 
residential lighting fixture design was 
discussed by Christine Holbrook, Home 
Furnishings Editor of “Better Homes & 
Gardens” Magazine. The right combina- 
tion of fixtures and portable lamps is all- 
important in home decoration, said Miss 
Holbrook. 

To E. W. Commery, Engineer in 
Charge of the Residential Lighting Sec- 
tion, Nela Park Engineering Depart- 
ment, had been assigned the task ot de- 
fining the specifications, and illustrating 
their application to actual fixtures. He 
explained how use of the specifications 
will result in more satisfactory lighting 
performance to the consumer; hence 
greater popularity for overhead lighting. 

How the Electrical Testing Labora- 
tories will operate in their testing pro- 
cedure, and in helping members to pre-test 
their fixtures to determine eligibility for 
certification, was covered by Norman D 
MacDonald and W. F. Little, of the 
| 

Myrtle Fahsbender, of Westinghouse 
Lamp Division's Residential Lighting 
Section, speaking on “What Certified 
Fixtures Should Mean to the Home- 
maker,” expressed the opinion that the 
new Program should bring about an in- 
creased demand for better-looking fix- 
tures. 

Asserting that lighting fixture manu- 
facturers and dealers may well look to 
utilities for support in promoting the sale 
of certified residential lighting fixtures if 
they will “learn their language, and de- 
velop contact with them,” Howard M. 
Sharp, of the Niagara-Hudson Power 
Corp., said the ALEA Program should 
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be welcomed by utilities who are 
for new fields in which to work. 

Walter W. Kantack, noted lighting 
signer, regarded the Specification 
fication Program as a new opportuni 
facing an old industry. The lizhtin, 
industry is still in its infancy, he declare; 
great progress has been made, but eye, 
greater advances, commercially and x. 
tistically, will come through more effect 
merchandising of fixtures that look be 
ter and perform better than those ¢ 
which the public has demonstrated x 
aversion. 

How to get the overhead lighting 
story across to the architect and interior 
designer was discussed by William A 
Kimbel, President of the American Ip 
stitute of Decorators, and Chairman 9 
the ALEA Advisory Board of Design, 

J. E. North, President of the Cleve 
land Electrical League, and Chairma 
of the National Better Light—Better 
Sight Bureau, served as Toastmaster a 
Thursday evening’s dinner meeting. Mr 
North introduced Dr. M. Luckiesh, Dj 
rector of the General Electric Lighting 
Research Laboratory at Nela Park, wh 
spoke on the opportunities open to th 
lighting fixture industry through co-ordi- 
nated activity. 

Opening the second day’s sessions 
which were devoted to the promotiona 
aspects of the new ALEA Progran 
Chairman Markel turned over the gave 
to J. H. Blitzer, member of the ALEA 
Board of Governors, and Chairman o 
the Advisory Committee on Promotior 

Willard C. Brown, Vice-president of th 
Illuminating Engineering Society, tol 
of the new educational activities of th 
LE.S., and pointed out how these shoul 
serve to support the general ALEA 
Program. 

The Association’s promotional plans t 
popularize certified fixtures were dis 
cussed by J. W. Milford, ALEA Pro 
motion Counsel, who showed proofs o/ 
advertising and promotional material that 
would be employed by the Associatio 
and made available to the trade. 

E. D. Stryker, of the Nela Park Sales 
Promotion Department, gave the prelim 
inary results of a recent national survey 
to determine the lighting conditions ir 
present homes. 

H. E. Plishker, advertising and sale: 
promotion manager of the Westinghous¢ 
Lamp Division, expressed his company’s 
interest in the ALEA Program, and sai 
it desired to take an active part in the 
promotion of certified fixtures. 

Stating that the history of the “Bette 
Light—Better Sight” movement offere 
a good example to ALEA, H. F. Barnes 
Sales Promotion Manager of Genera’ 
Electric’s Lamp Department, told how 
a slow start had been followed by the 
greatest success in lighting history. It 
will take time to restore the full popu 
larity of overhead lighting, but wit! 
patience, faith and perseverance, succes: 
should reward the industry’s efforts, h¢ 
said. In accordance with its policy © 
participating in all worth-while industry 
movements, Nela Park would be happ) 
to assist the ALEA members in their new 
effort, he assured his hearers. 

H. Z. Carpenter, President of the Na 
tional Lighting Fixture Guild, told how 
lighting fixture dealers, to whom ALEA 
Program was a long-awaited blessing 
could follow-through locally to their 
customers. 

Describing the major style trends of the 
past 15 years, and expressing the opinion 
that lighting fixtures, when properly dis- 
played, could be merchandised more 
effectively, Alfred Auerbach, Editor oi 
“Retailing,” urged that lighting fixture 
dealers follow the example of department 
stores and display fixtures in home-like 
settings that reflected the latest vogues 
in home furnishings. This, he said, would 
dramatize them, and make them more 
appealing to the homemaker. 

Don Julien, of Foster & Davies, adver- 
tising agency which has been closely 
associated with the “Better Light—Better 
Sight” movement, presented some of 
the fundamentals of good advertising and 
marketing procedure. 

How utility home lighting advisors 
operate was discussed by Helen G. Mc- 
Kinlay, of the Nela Park Engineering 
Department. 
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New 


FULL PROFIT LEADER 


PREMIER'S NEW ‘Matched Set” 


Regular $6199 Value—Now Only 
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AND YOUR OLD CLEANER 


nd sales 
tee Hand cleaner Model $1 WITHOUT OLD CLEANER, 

pri PRICE IS... $4495 
mpany Reg. retail price $1650 
and sai 
t in the 
“Bette 
| ona the LEADER that’s different...in more than color and 

arnes 
Genera performance! This new PREMIER “Matched Set” gives you Floor cleaner Model 41 
id how il price $4450 
by the FULL PROFIT...even at the bargain price of $39.95 and customer’s Reg. votall price © 
_y* old cleaner for a $61.00 combination! They’re both motor-driven 
fhe brush cleaners, both new 1941 models, both with the added sales ap- 
— pe peal of a distinctive new green-crinkle finish that keeps them looking 
inst new for years longer, and in addition the floor model has a dirt-find- 
eir new ing search-lite. “Go on the Green!"”—to big business, full profits. 
the Na- 
i THE PERFECT SET-UP TO SELL-UP! 
Lessing This bargain special—the new ‘Matched Set”—will mean plenty of ‘ 
> Mail the coupon today for full de- 
profits to you—FULL PROFITS! but the biggest opportunity it P 
opinion offers is the chance to “sell up” to the big-profit Premier Partners, tails on Fremter's complete line a 
rly dis- ee ” 
| “more the two-dirt-zone cleaners that have had more national advertis- the "Add-a-Partner plan your new 
, ing in the last year than any other cleaners sold by dealers. approach to increased cleaner sales! 
artment 
, would PREMIER DIVISION, ELECTRIC VACUUM CLEANER COMPANY, INC. 
1734 Ivanhoe Road Cleveland, Ohio 
adver- Please send me full information about the Premier Matched Set [), Premier 
closely Partners (), Premier Add-A-Partner Plan [). 
—Better 
me of 
ing and NAME 
dvisors 
ADDRESS 
neering 
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The rush is on, and we don’t mean 
maybe! The way that orders are 
pouring in for General Electric's 
brilliant new “Jewel Tray” Clock 
Display, it looks as though every 
retailer in the electric clock busi- 
ness wants one! 

And with good reason! For years, 
it has been common knowledge 
among the trade that General 
Electric Clocks, properly display- 
ed, practically sell themselves. That 
being true, just figure out for your- 
self what this new “Jewel Tray” 
Display will do to your G-E Clock 
sales! 

Richly covered with a deep-napped, 
velvet-like material, in smart con- 
trasting tones of beige and maroon 
rust, here’s a display that’s packed 
with selling punch and that /ooks 
quality, se//s quality, 7s quality! 
Yes, sir! It's a smash hit—so phone 


The G-E ad finely finished moved if your local G-E Clock wholesaler 
Durably construct suggestions today and have him reserve one for 
wide clock features ane you. The quantity available is 
oe display: definitely limited. Better act now! 


And that’s not All! 


There are more than 100 models 
in the complete line of General 
Electric Self-Starting Clocks—22 
of which are brand new and have 
just been announced to the trade! 
of these are 
shown to the right. 


Four new models 


General Electric Clocks are back- 
ed this year by the biggest Sales 
Promotion and Advertising pro- 
G-E history! New Dis- 
plays, new Catalogs, new Folders 


gram in 


and a series of 8 consecutive 
advertisements, in one of the 
best known, and most widely 


read picture magazines! Starts in 
the Aug. 27 issue and runs right 


through the Christmas season! 


wonder that General 
Clocks are the fastest- 
selling line of electric clocks in 
the world! Get on the G-E band- 
wagon, now, and CASH IN! 


Is it any 


Electric 


DOMESTIC—A brilliantly styled 
metal-cased kitchen clock in Ivory, 
Green, White, or Red. Decorative 
chrome bars. Cream white dial. 
Model 2H-10. Retail, $4.95. 


ANNAPOLIS—A nautically styled 
alarm clock. Ship’s-wheel design. 


Tan plastic case. Gold-colored 


spokes. Light ivory dial. Model 
7H-124. Retail, $6.95. 


TROUBADOUR — An excep- NARCISSUS—A brilliant occa- 
tional alarm value. Plastic case. sional clock exquisitely mounted 
Model 7H-118. Retail, Brown, in genuine white onyx. Light ivory 


GENERAL 
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$3.95; Ivory, $4.50; Brown mod- 
el, luminous, $4.95. 


dial. Gold-colored hands. Model 
3H-156. Retail, $9.95. 


ELECTRIC CLOCK SECTION, BRIDGEPORT, CONN. 
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"Wilson Year" is Theme of 
3-Day G-E Lamp Meeting 


300 Members at Session 


CLEVELAND—Nearly three and 
members ot General Electric Lanip 
partment’s sales organization conven 
for three days, August 27, 28 and 29 . 
the camp grounds of Nela Park, Cley 
land. 

The group—consisting of manag: 
assistant managers and salesmen of + 
department's 17 sales divisions through 


| the country—was addressed by key « 


| ing lamp manufacturing, engineering 


ecutives from New York and Nela Pa 
headquarters. Topics discussed—iny 


| search, sales promotion, and lamp dey 


opment—all pointed toward on 
namely, a banner year throughout 
company as a tribute to General Electr; 
new president, Charles E. Wilsor 
Announcement of the new drive, quot 
and pledges as part of “Wilson Y¢ 
was made on the opening day in 1 


| presence of the new president who n 


| a special trip from New 
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York to Ni 
In his address to the group Mr. Wil 
pictured a cross-section of the Gen 
Electric Company, pointing out its 
sponsibilities to consumers, trade, an 
the country in its extensive rearmar 
program. 


Division Managers Present 


Among Nela Park executives appear 
on the 3-day program were: J. E. K 
ley, GE Vice President and manag: 
the lamp department; M. Sloan 
sistant manager in charge of manufact 
ing: H. F. Barnes, manager of 
promotion; Ward Harrison, directo 
Nela Park engineering department; | 
Potter, manager of Eastern Sales |) 
sion; and, N. H. Boynton, manage: 
Western Sales Divisions. Messrs. Pot! 
and Boynton alternated as chairmen 

Main sessions were held in a huge t 
erected on the Nela Camp grounds 
in the auditorium of the GE Instit 
Special conferences were held in the s 
teen smaller tents erected for the 
sion. Inspection trips to the laborato 
fluorescent lamp plant, and to nearby | 
parts factories were made on the 
day of the conference under the direct 


of J. P. Ditchman. 

Name given to the lamp departme 
campaign in the “Wilson Year” prog 
is “The Wilson Special,” details of 
were outlined by H. F. Barnes. 


Nela's Rainbow 


General Electric's Nela Park at Cleve 
land, home of scores of illuminating d* 
plays in the lighting art, got a ne 
recently when this "Fountain of 

was turned on for the first time The 
fountain is said to rival in beauty * 
at the New York and San Franciscc | 
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She wouldn’t say 


“YES,” 


mi de | she wouldn’t say 


“NO,” 


‘she'd only say 


appear 
EK. K 
anage 
Sioan, 


inulact 
to 
vd Sm showed little interest when she heard about mechanical im- 

asada provements ... better insulation . . . larger storage space. To her 

rs. Pot it was just a new white refrigerator, like all the rest. But she “perked 2 


men 


huge t up” immediately when she saw the DULUX seal—and it was a cinch OH—H—H! WHY DIDN’T 
5 ort to get her name on the dotted line. YOU SAY IT WAS 
FINISHED WITH DULUX? 


Pg The same thing can work for you. If a wavering prospect has you 


a groggy, just point out the DULUX seal. Tell her what this seal stands 
” the for—a beautiful, easy-to-clean finish that keeps its brilliant beauty. 
' A finish that is resistant to chipping, cracking, grease, food stains 

yartmen: and yellowing. 
| You can do this with confidence, because DULUX is the fin- 
ish with every quality women want. And many’s the salesman 
who makes it a point to mention the advantages of DULUX 
early and often in every sales talk—just because they’ve 
found DULUX is one of the best sales-clinchers that 
ever made a hesitating prospect reach for a fountain 
pen and say, “Where do I sign?”” Mention DULUX... 
it helps sell refrigerators faster! E. I. du Pont de 
Nemours & Co. (Inc.), Finishes Division, Wilming- 
ton, Delaware. 


... UNTIL SHE SAW THIS 
SEAL ON THE DOOR 


FINISH REG.U.S. PAT. OFF. 


ON EXTERIOR 


REG. U.S. PAT. OFF. 


THE MODERN FINISH FOR MODERN LIVING...I¢ saves work 
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PRACTICALLY ALL ARE PORCELAIN ENAMELED 


@ According to “Electrical Merchandising” statistics there are 14,579,000 
electric washers in Use today. By far the overwhelming majority use porcelain 
enamel. Washer manufacturers, after progressing through wood, galvanizing 
and copper, have learned that porcelain enamel is the best finish for washer 
tubs. Now and then synthetic finishes have been tried, but every organic finish 
applied only served to further emphasize the superiority of porcelain enamel. 


PORCELAIN ENAMEL MAKES SELLING EASIER 


@ Prospects automatically expect the washer tub to be porcelain enameled. It is 
the standard, universal finish. That in itself is a sales point. Porcelain enamel 
wouldn't be covering the overwhelming majority of washers if it weren't the best 
finish available. But don't overlook the obvious and forget to make capital of it. 
To talk up the porcelain finish, first, gets a nod of the head from the prospect 
because she knows porcelain enamel. She has it on her sink, in the bathroom, 
on her range, refrigerator—all sorts of places. And getting your prospect to 
agree with you is the first law of salesmanship. 


And you should know, too, that more and more washer manufacturers are using 
LUSTERLITE Porcelain Enamels because they know them to be the standard of 
excellence and uniformity. LUSTERLITE Porcelain Enamel is endlessly durable, 
positively sanitary, scratch, fade and odor proof, everlastingly beautiful. 
Everyone — manufacturer, dealer and customer —can depend on LUSTERLITE 

. made by the Chicago Vitreous Enamel Product Company, Cicero, Illinois. 


MILWAUKEE SALESmeén 
LABOR AGREEMENT 
AMENDED 


Business 
eport wh 
farket W 
Weste 


number O 
MILWAUKEE — Business Manage, jshings 
Herman Burbach, and the Wisconsig™ment incre 
Radio, Refrigeration & Appliance AssocfMmarket of 
ation, have announced a number of minofmeral were 
amendments to the contract between thjmwinter bu 
Salesmen’s Union and dealers in the Afshown 10 


sociation. 

Under the change now in effect, stor, 
salesmen receive a minimum Salary ¢j 
$35 a week plus a commission of | y 
cent on all sales, plus P.M.’s. Commis, 
sion and P.M.’s shall be paid no late 
than the 10th of the following mont) 
it was agreed. Under the new classif. 
cation, the minimum salary will now ) 

25 per week on a 49-week quota ;; 
$12,250 in sales. 


Devlin 
Fresno, | 
‘lock wit 
radio 
water chi 
store to. 


All employees covered by the agre agen 
ment, it was agreed, shall be 2" 
one hour for lunch or dinner, beature 1 

Agreement was also reached to iy Pacific J 
clude a wage schedule for employees 
the service department. Mr. 
said that practically all employees 
these classifications were now receiving 

The L 


more than the minimum setup, but thf. 
Union wants a scale and hours un¢ ppield this 
which they are already working uated 13 to 29. 
part of the contract. The new provisingh 50° Con 
provides as follows: trical ex 


(1) Shipping clerks and men who work i: 
@ supervisory capacity, $36 a week, 
2) Assistant shipping clerks, $30 o wef The E 
3) Skilled service men and repair maf way CO 
$32.16 per week. plans a 
(4) Outside servicemen, $32.16 per weelf anges | 
plus expenses of 5c per mile for use o Septemt 
personal automobile. amp Cé 
Order filler and wareh ployenm start thi 
$30 per week. the year 
Present helper around store, $26.50. sition 
week. 26- 
(7) Apprentices shall be negotiated for ing °-: El 
dividually. standing 
ment in 
a separ: 


(5 
(6 
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$150,0( 
ploym 
Seward Moynihan, sales manager, and dion 
Harry Lenna, Blackstone treasurer, pty B end o 
close attention while Bob Warman of more 
Landsheft and Warman gives some ufactu 
nautical ideas on laying out a sales B @5¢™ 
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Vice-president Gustave Lawson and 
president O. A. Lenna of Blackstone 
Corporation, agree that there is nothing 
like a fresh Lake Erie breeze to put Th 
action into a sales conference. Vasq 

and 
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MEN Business is good, according to the 
IENT eport which comes from the autumn 
farket Week held early in August in 
Western Furniture Exchange and 
erchandise Mart, San Francisco. A 
umber of firms in the general fur- 
jjshings field reported a 20 to 25 per 


Manag. 
in sales the fall 


‘isconsin ent increase over 
ce Assocfmarket of 1939 and predictions in gen- 
r Of mineral were for an excellent fall and 
tween thymwinter business. Much interest was 


in the Ashown in fluorescent lamps. 


fect, sto; 
Salary of Devlin Drew’s Hot-N-Cold Store of 
| Of | peffPresno, California, offers a kitchen 
Commis, clock with one Philco refrigerator, a 
1 no late radio and clock with another and a 
1g monthMwater chiller just for coming in to the | 
classiiMstore to examine the merchandise. 
now 
quota 2 
he agree Electric roasters as a substitute for, 
e alloweMmor 2" adjunct to, a barbecue pit were 
featured by the Fresno division of the 
'd to in Pacific Power and Light Company, 
dloyees electrical dealers tying-in with 
owe personalized ads. 
loyees mn 
“oy: The Los Angeles county fair will be 
Irs undete Held this year at Pomona September 
g made mm )3 to 29. The Southern California Ed- 
Provisiogy 800 Company plans an extensive elec- 
“'Bitrical exhibit for the event. 
week, 
O a wee The British Columbia Electric Rail- 
pair men[eway Co. Ltd. of Vancouver, B. C., 
ans a fall campaign on _ electric 
per weifranges and refrigerators to start in 
for use ce September. The annual employees’ 
lamp campaign is also scheduled to 
ymployes: fe start this month. The grand event of 
the year is the Canadian Pacific Expo- 
$26.50 ,m sition which this year takes place Aug- 
y 26-September 2, at which the | 
led for in. Electric always maintains an out- | 
aie exhibit of electrical equip- | 
ment in the main building, as well as 
4 separate rural electrification display. 
Progress report for the year ending | 
May 31 on Seattle’s City Light system | 
indicates that customers increased 
@ their usage of electricity by 9 per cent 


during this period; merchandise sales 
totaled $545,516.68, an increase of $39,- 
419.57 over the previous year, and elec- 
tric ranges in use reached an all-time 
high, totaling 38,448, exceeding the 
previous year by 3,102. 


_ Phoenix, Arizona, as “air condition- 
ing capitol of the world” was the 
theme of considerable publicity and 
advertising in Phoenix papers during 
July and August. The air conditioning 
industry in that district, it was pointed 
out, does a business of more than 
$150,000 each summer and gives em- 
ployment to over 200 workmen, in ad- 


or, and BF dition to those engaged in the selling 
er, pay end of the work. Phoenix alone has 
man of more than 30 evaporative cooler man- 
| some ulacturers. While some of these are 
a sales assembly plants, some of the larger 


plants fabricate everything which goes 


into the cooler except the motor. Sev- 
eral firms handle refrigerated equip- 
ment also. Business runs from April 


through August in this territory, many 
ot the plants handling winter heating 
equipment as a supplementary line. 


During “national demonstration 
week” the Riedling Music Company of 


Albuquerque, N. M. offered its cus- 
tomers a cash payment of 25 cents if 
they did their week’s washing with a 
Maytag washer. The firm delivered 
the washer at the home and picked it 
up later, providing of course that it 
was not sold to the housewife in the 


interim. The company reserved the 
right to select the demonstrations to 

ckstone be made. 

rothing e 

to put 

P _The 400th anniversary of Francisco 
de Coronado’s explorations 
and discoveries in southwestern Amer- | 

SING 
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NEWS FLASHE 


Kerrville, Texas, Gets ‘Em Out 


Some 4,000 people out of a population of 5,500 in Kerrville, Texas, attended a 


big electrical show at the Peterson Auto Co. showrooms recently. 


The Lower 


Colorado River Authority of Austin, Texas, cooperated with local dealers in 
staging the show. This shot shows about one-third of the floor space, according 
to E. T. Jones, assistant to the genera! manager of the Authority, 


ica will be jointly celebrated this year 
by the State of New Mexico and the 
Rocky Mountain Electrical Develop- 
ment League at a session starting 
September 9. The League will hold its 
three day convention at Albuquerque, 
with Arthur Prager of the Albuquer- 
que Gas & Electric Company as con- 
vention chairman. Spanish titles have 


been conferred appropriate to the- 
occasion, and the unique “official invi- 
tation” which goes to each member 


is in the form of an ancient illuminated 
parchment. League president Henry 
E. Samson, of the Southwestern Pub- 
lic Service Company of Roswell, 
N. M., will preside as “Enrique Espejo 
Samson” over a session whose pro- 
gram includes discussion of such im- 
portant subjects as adequate wiring, 
fluorescent lighting, street and high- 


way lighting, kitchen modernizing, en- 
gineering and accounting. Lighting 
and decorative features will carry out 
the idea of the anniversary and a 
colorful pageant of Coronado’s advent 
will provide entertainment for the 
League’s annual banquet. Convention 
headqaurters are to be at the Hilton 
Hotel. 


The Pacific Coast Electrical Bureau, 
Northern Division is henceforward to 
be known as the Northern California 
Electrical Bureau, which designates 
more accurately the scope of the Bu- 
reau’s functions in promoting adequate 
wiring in the northern section of the 
state. George W. Barker is manager 
of the organization, which is starting 
a new series of fall 


promotions. 


Heat means nothing to the boys at Gibson Electric Refrigerator Corporation. 
Here are divisional managers of the company hard at work on their fall plans 
when the mercury stood at 100 degrees. The shirtsleeves are a good indication 
that this picture was not taken for the usual publicity purposes. F. E. Basler, 
general sales manager conducted the meeting which was held at Greenville, Mich. 
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McDonald Electric Ltd. of Victoria, 
B.C. have been appointed distributors 
for General Electric refrigerators. 
They have for some time been hand- 
ling the complete G.E. line on a re- 
tial basis. 


A new and larger store is under con- 
struction for the Marin Electric Com- 
pany of Mill Valley, Calif. 


A model kitchen and newly designed 
display windows will serve to feature 
electrical equipment for Robert Wil- 
loughby, Builders’ Supply Company of 
Clarkston, Wash. The firm is adding 
the complete Hot point line. 


The Winters Mfg. and Distributing 
Company, Salt Lake City, Elwood G. 
Winters, general manager has _ re- 
cently been appointed authorized In- 
termountain distributor for Westing- 
house air conditioning and commercial 
refrigeration equipment. 


Final decision of the Los Angeles 
Water and Power Commission cut the 
budget of the new business department 
of the Bureau of Power and Light of 
that city from the figure of $1,640,000 
which was asked, to $910,000. This is 
somewhat higher than the cut to $734,- 
600 which was recommended by the 
investigating firm of Ford, Bacon and 
Davis. 


A “carload sale” of Monarch ranges 
at $139.50 (regular $209.50) was re- 
cently advertised by the Jenning’s Fur- 
niture Company of Portland, Oregon. 
The firm advertises “a liberal trade-in 
allowance on your old range.” 


“Buy all four major appliances for 
only $5 down, with three years to 
pay,” advertises the Star Furniture 
Company of Portland, Oregon, fea- 
turing electric range, water heater, re- 
frigerator and washing machine. 


During August the Northwestern 
Electric Company of Portland, Ore- 
gon held a display of all makes of 
ironers and washers in its display 
room. “Select the washer and ironer 
you like best—then buy from your 
dealer”, ran the advertising of this 
event. An ironer demonstration was 
conducted from 10 to 4 daily except 


Saturdays. 


Seattle’s City Light has been doing 
some extensive advertising of its new 


low electric rate, based on the pos- 
session of both electric range and 
water heater. A 2-element automatic 


storage tank heater of at least 40-gal. 
capacity is required, with removal of 
furnace heating coils to qualify for 
the rate. The department claims the 
lowest cost electricity in the United 
States among cities of 150,000 popula- 
tion and over. As a result of the new 
rate cuts, according to city officials, 
water heater sales have increased be- 
tween 300 and 400 per cent during 
early summer sales. 


Frederick & Nelson of Seattle, 
Wash., have been featuring a new ap- 
pliance for the home in the form of a 
“food preserver” which quick-freezes 
meats, fish, vegetables or other foods 
for preservation over an_ indefinite 
period. This equipment, which takes 
advantage of the popularity of the 
refrigerator locker system on the Pa- 
cific Coast, making such service avail- 
able to the home, retails at $231.50. 

An air-conditioned bed designed by 


Dr. F. K. Kirsten of Seattle, Wash., 


has been receiving some _ extensive 
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Meet 
Miss Kay 


Sell “something better 
mixers: KITCHENAID! 


OPERATES ATTACHMENTS WITHOUT 
extra “power adapter”—they simply 
slip on. Sale of practical, convenient 
KitchenAid Attachments, such as Food 
Chopper, Vegetable Slicer - Shredder, 
Colander-Sieve and others, to Kitchen- 
Aid customers 
adds plus - prof- 
its to your mixer 
business. 


FRESH FLAVOR 


in your cup of cof 
fee; grind it as you 
make it! Try this 
KitchenAid Elec- 
tric Mill in your 
own home. See 
why it sells. $9.75 
in U.S.A. 


BUILT FOR SUPERIOR FOOD 
MIXING... PRICED for 
POPULAR DEMAND 


BUILD UP mixer business with 
KitchenAid. Sell the market that seeks 
QUALITY—and willingly pays a little 
more for exclusive superiority in per- 
formance—extra convenience—durabil- 
ity—reputable manufacture. This year’s 
new “Miss Kay” is a beauty that effort- 
lessly “works wonders” in many, many 
food preparing tasks daily. 


DEMONSTRATES THORO-MIX ACTION 
With this free \ 
Action Display ’ 


show customers 
the complete- 
bowl - coverage 
“pattern” which 
traveling - rotat- 
ing Beater makes 
automatically! 
Sell “Miss Kay’s” 
10 Speeds... 
Simple Speed Guide . 


. . White Dulux 
Finish . . . Stainless Steel All-purpose 


Beater . . . Built-in Power Unit, for 
operating Attachments without any extra 
“power adapter”... Many other features 
that make KitchenAid a supreme value 
in the food mixer field. Send coupon 
today for details. 


owe KITCHENAID DIVISION 


1 The Hobart Manufacturing Company, 1609 Penn, Troy, Ohio 
1 We will be glad to send you complete details of KitchenAid dealer 

proposition and merchandising cooperation offered you 
| this coupon to your letterhead and mail to us 
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Simply attach 


Norge Sales Heads Plan Meetings 


Somewhat reminiscent of a football huddle, sales executives of Norge Division 
Borg-Warner Corporation get together over plans for |! sectional distributor 
meetings which will keep the group on the road through the remainder of 


August. 


L to R seated—E. J. Kanker, sales manager for gas and electric 


ranges; Paul Puffer, sales manager; M. G. O'Harra, vice-president in charge of 
sales. Standing—Earl Bridge, manager of washer and space heater sales; J. M. 


Tenney, assistant sales manager. 


local publicity. The bed is a sheet- | 


metal, asbestos-lined box, minus the 
top. Over this is stretched a fabric 
sufficiently air tight to form a cushion 
when the box is filled with compressed 
air, but sufficiently porous to permit 
a+slow seepage of the electrically 
heated or cooled air about the sleeper. 
The blanket which covers the sleeper 
contains a tube which aids in dis- 
tributing this air about the bed for 
uniform warmth or cooling. 


That 33 carloads of electric ranges 
have brought cool cooking comfort 
to 2,155 homes in the Spokane dis- 
trict already this year, is the subject 
of a July advertisement of the Inland 
Empire Electrical Equipment Associ- 
ation. Other advertisements on electric 
ranges by the Association have been 
supplemented during the summer by 
specialized ads by local dealers. 


More than 20,000 radio logs were 
distributed by the San Diego Bureau 
of Radio and Electrical Appliances 
during its spring and summer cam- 
paign. Refrigerators were promoted 
during July through a drive entitled 
“Nice Going, America.” 


Thirty-nine chapters of the G.E. 


Retail Development League have been | 


organized in the eleven western states, 


with a program which involves assist- | 


ance in the training of salesmen on 
the appliances pertinent to the season. 


First five months of 1940 in the 
territory served by the Washington 
Water Power Company show sales of 
electrical equipment markedly above 
those of last year, according to figures 
compiled for the Inland Empire Elec- 
trical Equipment Association. Water 
heaters are 149 per cent up; ranges 
are up 63 per cent; refrigerator sales 
are 32 per cent higher than for the 
same period of 1939; stokers are up 
59 per cent; oil burners 134 per cent; 
home air-conditioning units 220 per 
cent; home ventilating systems 108 
per cent. Table cooking devices show 
an increase of 11 per cent, roasters 9 
per cent, small motor operated devices 
33 per cent, farm equipment 141 per 
cent. Total sales in dollar volume are 
up 14 per cent, not counting lamp 
bulbs, which show an 8 per cent in- 
crease. 


SEPTEMBER, 


June proved to be an all-time high 
for the “Tipster’s Club of the Wash- 
ington Water Power Company, em- 
ployees having turned in 286 tips upon 
which sales were subsequently made 
An opportunity to wear the “King’s” 
or “Queen’s” crown and to sit on the 
“Gold” throne is the reward in pros- 
pect for the individual who rates high- 
est in the present 3-R campaign. 


ADVERTISEMENT 


HOTPOINT GIVES 
EXTRA PRIZES FOR 
WINDOW DISPLAYS! 


Hotpoint pays duplicate prizes 
to all national winners who use 
exclusive Hotpoint windows in the 
Washer and Ironer Week Contest. 
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| They Know its Greater Accuracy 
means Better Baking 


Before you buy your new range, listen 
to the advice of good cooks who know 
the importance of an accurate, depend- 
able oven heat control. Be sure your 


> new range is Wilcolator equipped! 
Manufacturers of quality ranges se- 
: / You don’t need to be told how the Wilcolator colator and the Wilcolator Warranty Bond. baie Witsolenne because of its excellent 
lon... held their interest... helped you  tisements reaching over 2,320,000 prospective oven heat control. For another, it's 
close sale after sale. You know all about it— range buyers who read this magazine regu- TE are 
7 through actual experience. larly! Think of the powerful effect these ads will do .. . how it saves fuel by measur. 
| And now—Wilcolator makes this sensational will have on the sale of your Wilcolator ‘dhe 
help even more valuable, even moreimportant equipped ranges! Tie in! Feature Wilcolator Worthing. automata nate 
to you in your selling. Because starting in more than ever before! And, of course, send | Insist on Wilcolator’s economy, ac- 
) October, Wilcolator brings the tremendous immediately for the 5 free ‘‘tie helps below! 
a prestige and enormous sales power of Good Write today to THE WILCOLATOR CO., 
wa Housekeeping Magazine squarely behind Wil- Newark, New Jersey 
— 


WRITE FOR THESE FREE SALES HELPS 


00K 
t OVEN CONTROL B 
re 30 pages of re now tempt 
== Newark, N. J 
WILCOLATOR WAR- MOUNTED REPRINTS **GUARANTEED AS RECIPE BOOKLETS — WILCOLATOR DISPLAY 
RANTY BONDS — GOODHOUSEKEEPING ADVERTISED'’ Good 30 pages of tempting, | —Attractive colors. Fea- WILCOLATOR = 
Now more than ever, ADS—For your windows, Housekeeping Seal — new reci offered in tures Warranty Bond. OVEN HEAT CONTROLS = 
765 areal ‘‘must”’ in sell- for your counters! paste on every Wilcolator national advertising. Put on top of Wilcolator bal 
126. ing ranges! range on the floor. Give them away free. equipped range. in: 


OVEN 
CONTROLS 
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Every lotest feature here. Knob-control 


lifter. Clock-timer in cabinet. 


shelf space in cabinet for mixer an 


aluminum utensils. 
— Model No. 845 Cabinet with Timer. 


835 for the lower-price morket. Fu 
and full Everhot quality, but hos 
cover instead of hinged type. 


Measured- 
moisture control dial on cover. Plenty of 


pliances. Choice of glass, white enamel or 
Model No. 840 Roaster 


Everhot standard promotional model No. 


@ At least 30% of your whole year’s 
business on roasters will be done in 
November and December. Everhot's two 
1941 models reach a new high in eye 
appeal, increased utility, advanced 
engineering. More colorful, silkier lines, 
outstanding mechanical features in these 
new Everhots will stop shoppers and 
command preference. Here is far greater 
value, yet no advance in prices. 


cover 


d ap- 


size 
lift-off 


FAMOUS 
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This new No. 815 Everhot Ray-Vector Electric Heater 

puts new and bigger volume in room hecter sales. 

Can be instantly changed from radiant to circulated, 

diffused heat as desired. Smartly stylish, it is the 

hottest, fastest, most efficient heater in today's market. 
List $7.95. 


THE SWARTZBAUGH MFG. CO. 
Established 1884 Toledo, Ohio, U.S.A. 


RHOT 


FOR QUALITY 


FINANCIAL NEWS 


Reports from Leading Manufacturers 


WESTINGHOUSE | 


The Board of Directors of the West- 
inghouse Electric & Manufacturing Com- 
pany recently declared a dividend ot 
$1.00 on the common stock and $1.00 on 
the preferred stock of the Company, pay- 
able on August 30 to stockholders of 
record August 13. Orders booked by 
Westinghouse for the twelve months 
ended June 30, 1940, were the highest 
for any twelve months in the history of 
the Company, A. W. Robertson, Chair- 
man of the Board, reported. 

Mr. Robertson disclosed that for the 
twelve months orders were $245,256,874 
compared with $177,487,833 for the same 
period a year ago, an increase of 38 per 
cent. Biggest previous year’s orders were 
received in 1929, when the total reached 
$240,220,555. Orders booked for the first 
six months of 1940 where $135,556,695, 
compared with $104,538,863 for the same 
period of 1939, an increase of 30 per cent. 


Net Income Up 59%, 


Net income for the twelvemonth 
reached the total of $17,352,590, compared 
with $10,890,958 for the period ended 
June 30, 1939—an increase of 59 per cent. 
For the first six months of this year, net 
income was $9,837,012 compared with 
$6.338,787 for the first six months of last 
year, an increase of 55 per cent. The 
earnings for the six months amounted to 
$3.68 per share; as compared with $2.37 
for the corresponding period of 1939. 
(79,974 shares of preferred stock, and 
2.592.155 shares of common stock are out- 
standing. ) 

The increase in business this year has 
been general over all lines and manufac- 
turing divisions, Mr. Robertson said. The 
Company's sales of domestic refrigera- 
tors, electric ranges, appliances and lamps 
all showed good gains. 


MAYTAG 


A net profit of $342,080, after depre- 
ciation, federal and state income taxes, 
has been reported by the Maytag Com- 
pany for the quarter ending June 30, 
1940. For the previous period of 1939 
Maytag Company showed a net profit 
of $172,739. 


EASY 


Report from Easy Washing Machine 
Corporation for the six months ended 
June 30, 1940, reveal a net profit of 
$180,346. This compares with a net profit 
of $143,242 for the first half of 1939. 
The profit is equal to a 35¢ a share 
dividend on combined 518,614 shares of 
Class A and Class B stock. 


STEWART-WARNER 


Stewart-Warner Corporation and sub- 
sidiaries, for the first six months of 
1940 ended June 30, reported a surplus 
net profit of $677,245, after provision of 
$262,201 for Federal and Canadian in- 
come taxes, according to the consolidated 
semi-annual statement mailed to stock- 
holders last night. This is an increase 
of $476,984 over the corresponding period 
for 1939, at which time net profit of 
$200,261 was reported. 


Earnings for the first six months of | 


1940 of 54 cents per share on 1,243,063 
shares of common stock outstanding (par 
$5.00), includes a dividend of 25 cents, 
totaling $310,765, paid June 30. 

Ratio of current assets to current li- 
abilities as of June 30 stood at 4.79 to 1. 

In a brief letter to stockholders James 
S. Knowlson, president and chairman of 
the board of Stewart-Warner Corpora- 
tion, compared figures for the period re- 
ported, against the corresponding 1939 
period, which, he said, “show marked im- 
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| provements both in earnings and y 
| liquid position for the current year. T; 
| figures speak for themselves.” 
| Profit of $939,446 before provision fg 
Federal and Canadian income  taxs 
showed an increase of $669,264 over th 
first six months of 1939; tax provisigg 
of $262,201 increased the corresponding 
1939 provision by $192,280. 
Cash as of June 30 totaled $2,124.87) 
an increase of $945,137 over cash a 
hand at the end of June 30, 1939. 
Inventories for the present period re/ 
ported were reduced by $323,293, total. 
ing $4,569,914, against $4,893,207 a yea 
ago. 


BENDIX HOME APPLIANCES, INC. 


Sharp increase in both sales and ne 
profits were revealed recently by the 
semi-annual report of Bendix Home Aj 
pliances, Inc., for the six months endef 
June 30. 

Unit sales of Bendix Home Laundries 
for the first six months of this yea 
totalled 38,594 units. The dollar value 
home laundry sales, including servic 
parts for the period, was $2,540,435, 
| more than for the entire calendar yea: 
| of 1939, 

Aiter charges, including depreciatior 
amortization and provision for Federa 
Income Taxes and including non-operat 
ing royalty income of $125,000, the ne 
profit for the first half of 1940 amounte 
to $312,758. 

Under the participating provisions 
the Class “A” Stock and without giving 
effect to dividend accumulations, a tota 

| of approximately $113,000 of the net i: 


ADVERTISEMENT 


HOTPOINTS NEW 
PRINCESS WASHER 
iS A WINNERS 


Ask your Hotpoint distributor 
about the New Special “Princess.” 
It’s a honey with features galore. 
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Blackstone Uses P.A. | 


Washer Announcement 


S and 
year. Th 


Vision toe 
me taxey 
} Over the 

pri Wis} 
responding 


$2,124,877 
Cash oy 
939. 
period 
293, total. 
07 a year 


INC, 


and net 
y by the 
Tome Ap 
ths ended 


Laundries 
this year 
r value 
service 
40,435, 
ndar year 


manager for Blackstone, uses kid gloves 
and a portable public address system to 
help “pack ‘em in’ for an announce- 
ment demonstration of the new Black- 
stone automatic washer recently staged 


R. J. Strittmatter, Cleveland district | 


yom by Lee Heights Electric Company, 
Cleveland Heights, Ohio. 

opera 
), the ne 
yisions 


ut givin Mme is allocable on a basic and partici- 

5, a tota ting basis to the Class “A” Stock, 

le net in-Myuivalent to $.93 per share while the 
glance of approximately $198,400 allo- 
able to the Company’s common stock is 
juivalent to $.26 per share on the 
2640 common shares outstanding. 

The Company’s balance sheet of June 

, 1940 reflects $324,300 cash on hand 

nd total current assets of $1,100,605. | 
irrent liabilities totalled $483,647 in- | 
luding $62,552 due Debenture Redemp- 
on Fund on May 1, 1941, indicating a | 
rent ratio of 2.25 to 1, and showing 

t working capital of $616,958. 


| 
ER | 
AFTER 13.6 MONTHS 

R.E.A. FARMS HAVE 


THESE ADVERTISED NATIONALLY, just as you see it here, 


cote | in the Evening os, ‘September 21 and 
states. October 5th. Millions of women will read about this 
evealed the following percentages of ™ a great buying opportunity. Many in your city will want 
eo soa 87.5% it. Be prepared to serve requirement in your community. 
Electric irons 84. 

\ | Mr. Dealer:— You get — 

| Exceptional discounts to insure a full profit, plus 

\ pump for trade-in, etc. 

/ Poultry lighaion less) Also Newspaper Advertising Cooperation. 
Bathtub or shower 

Phone Royal Distributor 


Water closet 
Septic tank 
Chick brooder 
ange 
‘thutor & Electric fence 
Electric roaster 
ncess. Milking machine 
ralore. Large. motor 
; Electric water heater 
Other household appl. 
Other farm appliances 


TODAY fo: complete story. 


THE P. A. GEIER COMPANY, Claveland, Ohio 


While the systems have been in opera- 
ior a period ranging six 
honths to a little more than four years, 
average length of service to consum- 


— FS reporting is 13.6 months. 
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ALERT DEALERS EVERYWHERE NOW SPELL 


1 


2 
3 
4 
5 


201 dealers sold an average of 66 electric roasters 
each in reaching a total of 13,200 sales during the 
1939 promotion sponsored by the Electric League 


of Cleveland! 139 Pittsburgh dealers sold 7,559 elec- 7 


tric roasters in 1939 — four times as many as in 1938! 
Indianapolis distributors reported dealer sales for 
1939 up as high as 200% over 1938! 


That’s why so many dealers — everywhere — now 
spell “roaster” with a great big dollar sign in place 
of the usual “s”. They got a taste of roaster profits 
in 1939 and now—in 1940—are riding the crest 
of a bigger-than-ever selling wave. 


Here’s how the boys who are really ringing up the 
profits go about it: 


They stop passers-by by attractively displaying electric 
roasters in their windows. 


They halt store traffic by displaying electric roasters in 
a prominent location on the floor. 


They offer to the store traffic stream literature on electric 
roasters provided them by their own manufacturers. 


They make regular mailings to their preferred prospect 
list, using folders provided by manufacturers. 


They use a reasonable percentage of their newspaper 
space —as well as of their handbills, radio announce- 
ments, billboard signs and other media—to push the 
electric roaster. 


They make sure that their clerks are well informed on 
selling the use of the electric roaster and make clerks’ 
attendance a “must” at such meetings as may be held 
by local utilities or electric leagues to demonstrate the 
roaster and describe its selling technique. 


They tie-in whole-heartedly and enthusiastically with 
such demonstration cooking schools or other promotional 
programs that may be arranged by local utilities or 
electric leagues to turn dealer prospects into customers. 


Check with your utility NOW. It gains profitable load with 
every electric roaster sold in your territory. That’s why 
most utilities are solidly behind every selling effort dealers 
make — supporting you— promoting the MKB’s program 
— pushing manufacturer’s campaigns. Join in the concerted 
selling effort that is helping every dealer, everywhere, write 
“electric roaster” with a “$” instead of an “S”. 


THE MODERN KITCHEN BUREAU .. . 420 Lexington Ave., New York, N. Y. 


Electric Roasters 
use current in the top brack- 
ets of the rate structure. 


Electric Roasters 
move low-use customers over 
onto the profit side. 


EVERHOT GENERAL ELECTRIC NESCO PROCTOR WESTINGHOUSE 
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Electric Roasters 
rank fourth as load-builders 
among all home appi/iances. 


UTILITY EXECUTIVES! HERE'S HOW AND WHY ELECTRIC ROASTERS BOOST NET REVENUE! 


Electric Roasters 
require relatively small capi- 
tal investment for the utility. 


Electric Roasters 
rank fifth among appliances 
retailing for $20 or more. 
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Ralph H. Jones Company 


The Ralph H. Jones Company, Cin- 
innati and New York advertising agency, 
gnounces the appointment of F. J. Lacey 
) the staff of its Cincinnati office, For 
he past mine years, Mr. Lacey has been 
zivertising manager and public rela- 
jons director of the Tampa (Florida) 
Electric Company, recently presented 
with the Hughes Award in recognition 
f outstanding performance in the pro- 
notion of electric ranges. 


Lacey prepared the plan that won 


J. LACEY 


frst place for his company and, in addi- 
tion to helping create the sales cam- 
aigns that resulted in the biggest year 
n the company’s history, made two 
major merchandising contributions that 
Now gained national distinction. 

The Ancient and Honorable Order of 
Coqui, an original Lacey conception, is 
in organization of amateur men electrical 
wks. Key men throughout the elec- 
trical industry hold honorary member- 
ships for their contributions to the ad- 
vancement of electric cooking. 

Lacey also originated “Leisure House”, 
i separate branch of electrical appliance 
nerchandising and utility service that 
vas been widely used by other utilities. 
He succeeds C. J. Coward who resigned 
» become advertising manager of Nash- 
Kelvinator when Nelson Stuart left that 


mpany. 

Airtemp 
_D. W. Russell, president of Airtemp 
Uivision, Chrysler Corporation, an- 
unces the appointment of Ward H. 


varnett as merchandising manager. In 
$s new assignment, Mr. Barnett will 
romote and coordinate the rapidly ex- 
anding air conditioning and _ heating 
sales of the Airtemp Division. 


WARD H. BARNETT 


Mr. Barnett first came to the Chrysler 
Corp ration. with the purchase of Dodge 
Brothers in 1928. Following important 
sales and promotional assignments in 
various divisions of the corporation, he 
Was made a sales director of the Ply- 
mouth Division in 1939, where he served 
until transferred to his present position. 
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Eureka 


Geo. T. Stevens has joined the Eureka 
Vacuum Cleaner Company, Detroit, Mich- 
igan, in the capacity of vice- president in 
charge of sales, resigning to accept his 


GEORGE T. STEVENS 


new position from the Crosley Corpora- 
tion where he was manager of the Re- 
frigerator Division. 

For six years Mr. Stevens was with 
Allied Department Stores as merchan- 
dise manager of appliances and hard 
lines where he supervised design, pro- 
duction and marketing of private brand 
lines in addition to the merchandising 
of national brands. 

Prior to his connection with Allied, 
Mr. Stevens was for five years with 
Montgomery Ward & Company as Mer- 
chandise Manager of appliances and hard 
lines in the Eastern Region. 

H. W. Burritt, president of Eureka 
Vacuum Cleaner Company, also recently 
announced the appointment of V. E. 

Carlson as chief engineer. 


Mr. Carlson is well known in the field 
as an engineer of outstanding ability. 
The past ten years have been devoted to 
the design and development of vacuum 
cleaners with The Hoover Company, 
North Canton, Ohio. 


V. E. CARLSON 


G. E. Plastics Department 


W. H. Milton, Jr., who has been sales 
manager for the General Electric plas- 
tics department at Pittsfield, Mass., for 
the past two years, has been appointed 
assistant manager, responsible to G. H. 
Shill, manager, for all phases of the de- 
partment’s activities. 


Wincharger Corporation 


Commander E. F. McDonald, Jr., 
president of the Zenith Radio Corpora- 
tion, Chicago, Illinois, has announced the 
appointment of Robert F. Weinig as 


Three new Crosley divisional sales managers: 


B. T. Roe, left, western; S. D. 


Camper, center, Southern; and N. C. MacDonald, Eastern. See story below. 


Crosley 


Rk. 1. Petrie, vice president and general 
sales manager, The Crosley Corporation, 
announces the appointment of three divi- 
sion sales managers who will be in 
charge of sales in the Eastern, Western 
and Southern sections of the United 
States. 

N. C. MacDonald will be eastern sales 
manager with headquarters in New York 
City. For approximately 12 years, Mr. 
MacDonald was divisional sales manager 
for Atwater-Kent Mfg. Co. Following 
this he was northeastern division man- 
ager for the Leonard Division, Nash- 
Kelvinator Corp., and eastern sales man- 


ager for the Barlow & Seelig Mfg. Co. 


1940 


B. T. Roe has been named western 
sales manager, with headquarters in Chi- 
cago. Mr. Roe will have all the terri- 
tory west of Chicago under his charge. 
From 1926 to 1939 he was district sales 
manager of the Leonard Division, Nash- 
Kelvinator Corp. From 1939 to his pres- 
ent appointment with Crosley he was 
domestic sales manager for Universal 
Cooler Corp. 

S. D. Camper has been appointed south- 
ern sales manager and will have head- 
quarters at Atlanta. For a period of 
eight years, Mr. Camper was district and 
divisional sales manager for the Nash- 
Kelvinator Corp. He was district man- 
ager for the RCA Mfg. Co., for three 
years, with headquarters in Atlanta. 


vice-president and general manager ot 
its subsidiary, the Wincharger eo 
tion in Sioux City, Lowa. . Watts 
who formerly held this has 
resigned and is returning to the east 
to enter business there. Mr. Weinig 
who has been in charge of farm radio 
sales for Zenith has a wide acquaintance 
among distributors and dealers in the 
farm field and has had broad business 
experience as a manufacturer, distribu- 
tor and sales executive. 

The Wincharger business concerns 
wind-driven small capacity power plants 
for rural districts. 


ROBERT F. WEINIG 


Westinghouse 


Appointment of George H. Meilinger 
as sales development manager of house- 
hold refrigeration was announced by 
T. J. Newcomb, manager of the newly- 
created Household Refrigeration and 
Laundry Equipment Department of the 
Westinghouse Merchandising Division, 
Mansfield, Ohio. 


GEO. H. MEILINGER 


Mr. Meilinger, former refrigeration 
supervisor in Chicago, will be responsi- 
ble for development of household refrig- 
eration sales under the new set-up. He 
succeds H. M. Butzloff, resigned. 


* 


Pk. 


STANLEY G. FISHER 


L. L. Shawber, manager of the Laundry 
Equipment Department until it was com- 
bined recently with the Household Re- 
frigeration Department, will become 
laundry equipment product supervisor in 
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THIS NEW MODERNE “LITE-WEIGHT” 
WITH THESE “‘PLUS’” FEATURES 


WEIGHS ONLY THREE POUNDS ® NEW SIGNAL LIGHT THAT SAYS “WHEN” 


$8.95 119F113 


IRONING 
FEATURES 


Streamlined @ “Dial- 
the-Fabric” heat indica- 
tor © Compensating 
thermostat @ Calrod — 
practically everlasting 
heating element @ Cool, 
comfortable, form-fit- 
ting handles @ Thumb 
rest—button nooks— 
heel rest ® Approved 
cord set 


$8.95 with 


NON-AUTOMATIC MODELS 


$3.45 Model "R” 119F109 $3.95 Super Model "R” 119F110 
FEATURES 


Streamlined @ Calrod—quick heating units © Cool, comfortable handles @ 
Large heat st y @8B nooks—thumb rest—heel stands @ 
Approved cord @: Super Model “R’ has heat indicator 

Appliance and Merchandise Department, Bridgeport, Conn. Ontario, California 


GENERAL ELECTRIC 


THE COMPLETE IRON LINE 


the new department. S. G. Fisher, ;, 
merly in the dishwasher sales departm, 
will become sales development mana, 
on laundry equipment. 


Gibson 


F. E. Basler, general sales manag 
for the Gibson Electric Refrigerg, 
Company, announces the appoin‘ment 
Earl (Red) Nobles, a well known ele 
tric range salesman. 


EARL NOBLES 


Mr. Nobles will develop Gibson rang 
sales in Gibson's eastern division. 1 
addition to Gibson's staff will 
Harry W. Lippert, Gison’s electric rang 
specialist to devote more time to build 
up Gibson's electric range distribution 
the Middle and Far West. 

Mr. Nobles was formerly with La 
ders, Frary and Clark and the A-B S 
Co., where he specialized on elect: 
range selling. 


Joseph H. Wiley 


Joseph H. Wiley, until recently Ge 
eral Sales Manager of the America 
Ironing Machine Company of Algor 
quin, Illinois, has been elected Vi: 
President and General Manager of t 


W. G. Shelton Company of St. Lou ized ki 
Missouri, pioneer and leading produc 

of permanent waving and_hair-dryingy OPEMS 4 
equipment, chromium furniture, operatic 


complete line of supplies for the beaut 


the resu 
shop trade. 


“POR 
JOSEPH H. WILEY 


Mr. Wiley is well known through Ideal § 
the industry for his successful wo Plugs- 
+a connected with A.B.C., Norge, a quality 
Simplex. the fas 
ILG’s 

Lochinvar Products 


T. E. Bullion is now sales manage 
of Lochinvar Products, Dearborn, M! 
igan, manufacturers of oil-fired wate 
heaters. 

He has had wide experience in 54° 
and administrative divisions of the ! 
lowing companies: Detroit Michis# 
Stove, as director of sales and advertis™ 

10 years; The Rudd Manufacturi 
Company—10 years; Eureka \ 
Cleaner Company, as sales manager—' 
years; The Detrola Corporation previ 
to his connection with Lochinva 
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Above—rear view of “Built-In” Fan Demonstrator 


ie FREE KITCHEN FAN 
DEMONSTRATORS! 


ILG “SCOOPS” THE INDUSTRY! Two new multi-purpose 


vith La 
A-B St 


n elects 


ntly Ger 


Americé Ses ee demonstrators help salesmen close sales of kitchen ventilating fans 

ted \ ‘BUILT-IN” MODEL (front view) — in new and old homes or apartments—to home-owners, landlords 
er of t for permanent installation in walls of new or modern- d ! Brilli d h . 
oe ized kitchens. Demonstrator plugs-in—weather-tight door and tenents: rilliant orange and green colors arrest the eye in 
air-dryingy Opens and closes, fan starts and stops. Prospects see the fan in window or counter displays. Short, terse copy phrases tell the 
e, and operation as it will actually appear after installation . . . bear az 

he beau the results of ILG’s smooth, effortless, supremely quiet operation. story to “‘lookers , nvite a request for demonstration, help sales- 


men remember all sales-making features. Easily carried and used 
by house-to-house canvassers, or on appointment in the home 
where sales are made. 


ILG’s “built-in” or ‘‘portable’’ model Kitchen Ventilating Fans 
have always sold fast WITH full profit margins, WITHOUT 
money-wasting trade-ins. Now with sales-tested demonstrators, 
they offer a profit-making opportunity you cannot afford to miss. 
; hex * _— Write, wire or phone your ILG distributor or nearest ILG office 
— today. Act now—get the jump on competition. 

“PORTABLE” MODEL (front view)—with adjustable panel ‘ 


- installs with eight screws in any kitchen window frame. 
[eal for tenants of rented homes or apartments. Demonstrator 
ful wor Plugs-in . . . fam operates ... your customers can feel the 
quality of ILG’s “lifetime” construction ... are convinced by 
the fascinating “match test” (proof right before their eyes of 
ILG's exclusive self-cooled miracle motor that “breathes”— 
never “gums-up” to interrupt service, shorten life!) 


e 
Nationally Advertised 
IN HOUSE BEAUTIFUL AND HOUSE AND GARDEN 
Millions of home-lovers, right in the midst of holiday cookery, V E N I I L T I Oo N 
will learn how ILG “’K.O.'s"’ Kitchen Odors, cooking heat, smoke 


and fumes. Cash-in on this hard-hitting campaign—get samples ANO AtR CONDITIONING 
of free dealer helps now. 


* AIR CHANGE...NOT JUST AIR MOVEMENT! 


—TLG ELECTRIC VENTILATING CO., 2874 N. CRAWFORD AVE., CHICAGO, ILL 
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EW building and moderniz- 
ing of homes and kitchens 
offers great sales opportunities 
to retailers selling Hotpoint 
Electrasinks and Dishwashers. 


is backed by a National 
Advertising Program 


OTPOINT is creating new markets for you by advertising the 
Electrasink nationally in the two most powerful home magazines 
in America—American Home and Better Homes and Gardens. 

Here’s why these top consumer publications get Electrasink prospects: 
1. Everybody who reads them is a logical prospect for Electrasink. 
2. There is no waste circulation. Every copy finds a potential buyer. 
3. Readers actually intend to read thoroughly the ads when they pick up 

the magazines because that is the quickest and easiest way to 
learn about home products they need. 


Hotpoint is building a market that means extra dollars for alert 
dealers everywhere. Write today for complete information. 


EDISON GENERAL ELECTRIC APPLIANCE CO., inc., 5620 West Taylor Street, Chicago, Illinois 


Table Top All models Kiccheno 
Model M-11 available Waste Exit 
new 2-Rack without tops No. J-2 fits 
Dishwasher for under any sink with 
fies 24 inch counter in- 5 inch drain 
space. stallation. opening. 


Single Rack Dishwashers (30 pcs. capacity) for smaller homes and home 
demonstration. Order home demonstration Kit H. D.— $9.75 f.0. b. Chicago. 


ELECTRASINK Hotpoint DISHWASHERS 


RANGES: REFRIGERATORS 
TERS » WASHERS AND IRONERS - CLOTHES DRYERS 


MAIL THE COUPON TODAY! 


Edison General Electric Appliance Co., Inc. 
5620 W. Taylor Street, Chicago, Illinois 


I want to climb on Hortpoint's Profit Bandwagon. Send me more information about 
the new Horpoint Electrasink, and other Dishwasher models. 


Name 


Addre is 


State 


City 
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Crosley 


At a meeting of the Board of Direc- 
tors of The Crosley Corporation on 
August 13th, George FE. Smith was 
elected a vice president and treasurer of 
the Corporation, according to an an- 
nouncement made by R. C. Cosgrove, vice 
president and general manager of the 
Manufacturing Division. 

Mr. Smith comes to the Crosley Cor- 
poration from the United Wall Paper 
Factories, Inc. of Chicago where he was 


GEORGE E. SMITH 


general manager of the operations in the 
ten branches of that Company, and had 
supervision over all manufacturing and 
engineering functions. 
His previous connections include the 
Nash-Kelvinator Company, the Budd 
| Wheel Company, the Edw. G. Budd 
| Manufacturing Co., and Gimbel Brothers 
in Philadelphia. He is thoroughly ex- 
perienced in all branches of manufactur- 
ing and accounting, including cost sys- 
tems, cost and budgetary control. 


American Ironing Machine Co. 


The appointment of Joseph Groshans 
as general sales manager of the American 
Ironing Machine Co. of Algonquin, IIli- 
nois, manufacturers of Simplex Ironers 
was announced by A. H. Peters, vice 
president and general manager. 

Mr. Groshans is widely known in the 
domestic home laundry field having 
| started in the business back in 1921. Dur- 


JOSEPH GROSHANS 


ing the past 18 years he has served as 
Chicago office manager, district sales man- 
ager, and most recently as Western 
divisional sales manager for the Horton 
Manufacturing Company. 


Westinghouse 


Appointment of J. F. O’Donnell, as- 
sistant sales manager of the Westing- 
house Merchandising Division, to direct 
the Division’s Pacific Coast sales opera- 
tions, was announced by Frank R. Kohn- 
stamm, sales manager, Mansfield, Ohio. 

C. A. Meier, formerly Pacific Coast 
district manager, becomes manager of 
utility sales in that district and will con- 
tinue to maintain his headquarters in San 
Francisco. 
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Blackstone 


P. S. Moynihan, sales manager 
Blackstone Corporation, Jamestoy, 
N. Y., announces the appointment 
G. W. Fulks as district manager for th 
Wisconsin territory, with headquarter, 
in Milwaukee. 

For the past two years, Mr. Fulks ha 
been Western New York District May 
ager for Apex. He brings to his ney 
position all the experience gained fron 
more than 18 years spent in the electric 


W. FULKS 


appliance field—as a retail salesman, & 
partment store merchandise manager, an 
manufacturer’s representative, said Mr 
Moynihan. 


Roberts and Mander Stove Co. 


A. C. Herbert, who formerly con 
tacted the utility operations in the Phila 
delphia area has been transferred to the 
Ohio, Indiana, Kentucky and lower Mict 
igan territory, with headquarters 
Cleveland, O. 

Mr. Herbert will contact both dis 
tributors and utilities in the new terri 
tory, according to W. C. Guildford, vice 
president in charge of sales for the 
Roberts & Mander Stove Company, Hat 
boro, Pa. 


Perfex Corporation 


The appointment of Mr. George D 
Kingsland as vice-president in charge ¢ 
sales for its Eastern Division is an 
nounced by Julius K. Luthe, president oi 
the Perfex Corporation, Milwaukee, Wis- 
consin. 

During his 20 years’ association wit 
the control industry, Mr. Kingsland ha 
pioneered many new ideas on controls 
and control systems. An imposing grou} 
of patents in his name is evidence of thi 
accomplishment. 

In the early days of the oil burner, Mr 
Kingsland was active in the development 
and application of controls for this if 
dustry. He was also one of the pioneer 
of the principle of zone heating and zont 
control of heating. In addition, his nam 
is intimately associated with the inaugu 
ration and promotion of temperatur 
regulation for large buildings; the cot 
trol of air conditioning systems for bot! 
large and small installations ; the develop 
ment and merchandising of modern cot 
trol systems for domestic warm air fur 
naces. For the past several years he ha! 
specialized on the application of contro 
to space heating, ventilating and ai 
conditioning. 

Mr. Kingsland is a member of ti 
American Society of Heating and Ve 
tilating Engineers and has been prominet 
in the society’s activities on controls a" 
control systems. He has also been ide! 
tified with similar activities in the Né 
tional Warm Air Heating and A" 
Conditioning Association and Nation 
District Heating Association. ; 

Mr. Kingsland will be located at th 
Perfex Corporation’s New York office # 
90 West Street. 
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1 w 
A $ 55.70 
REMARKABLE 
FEATURES 
@ Deep cleaning swirl action 
<q ¥ with Swirlator Motor-Driv- 
" en Brush. 
@Brand-new 1940 G-30 
wi styling. 
@ Patented, easy-to-empty 
dust bag. 
@ Tip-toe handle adjustment. 


eae combination at $35.88 is a 
bargain that housewives raved about 
during a test campaign in August. The 
Cleaner alone was made to sell for more 
than the combination price. The Vacu- 
lator coffee set has real eye appeal and is 
a recognized $10.95 value. 


The combination of both at $35.88 can 
build traffic and volume at profit for you 
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Down sales resistance—Up ge Eureka soles—Eureka’s 30 yours of 
manufacturing highest quality vacuum cleaners with this hot promotion—A new 
1940 Eureka Swirlator action cleaner in combination with a beautiful 10-piece 
Veculator coffee brewer set—recognized value of both totals $55.70—Each is o 
wanted item in every household—The $35.88 special birthday price has proven its 
ability as a traffic builder that produced volume sales and profits for Eureka Dealers 
in a test compaign—!t can do the same for you. 


EUREKA G-30 CLEANER 
made to sell for. . . 


VACULATOR COFFEE BREWER 
SET, regularly . . .. 


TOTAL VALUE . 


just as it brought amazing results in vol- 
ume sales for the dealers that tied in with 
Eureka’s August test campaign. 


Write for complete details today. Just send 
in the coupon and you will get complete 
details on the advertising, sales promotion 
and liberal discounts that make Eureka’s 
30th Birthday Combination the Hottest 
Deal for Dealers you have ever seen. 


1940 


. $44.75 


ALE 


Nationally Advertised Vacu- 
lator Coffee Brewer Set . . . in- 
cludes modernistic tray, relish 
dishes, chrome sugar and 
creamer, and handsome eight 
cup electric coffee brewer of 
sparkling Corning glass. 


@SEND THIS COUPON TODAY 


Name 


Street. 


City State 


EUREKA VACUUM CLEANER COMPANY, Detroit, Michigan 
9-1-40 


Copyright 1940, Eureka Vacuum Cleaner Co 


PAGE 87 


= 
EZ 
— a 
10.95 
rs 
contro 
- of the 
| 


/ 
The Husband Looked Glum— 


Thought Lost that 


Vacuum Cleaner Sale until—” 


“Yes Sir! I had put on a swell demonstration. But the 
husband still looked cold as ice. I turned on the heat. 
I said, ‘this cleaner has a Black 4 Decker 
motor—and men who know their stuff about electric motors 
will fell you...” 


‘What's more, 


“T hadn't gotten far into my Black & Decker motor story 
when he broke in. ‘Why didn’t you say so in the first place?’ 
he quizzed; ‘we use a lot of Black § Decker electric tools at 
our plant—wouldn’t have any other kind.’ Right there I 
pushed the dotted line at him. He signed with a grin.” 
* * * 

Particularly where the man of the house is in the picture, 
you have a real sales-clinching story to tell when you sell 
a cleaner equipped with a Black & Decker motor. For 
the Black & Decker Electric Company is America’s most 
experienced vacuum cleaner motor specialist. Since 1915, 
Black & Decker vacuum cleaner motors have had an un- 
surpassed reputation for maximum efficiency and dura- 
bility with minimum servicing. Every Black & Decker 
motor, is specifically designed and custom 
built for the particular make of cleaner it drives. And the 
name of Black & Decker—famous also in the field of 
portable electric tools—stands ace-high with men in 
practically every walk of industrial and business life. 


moreover, 


When it comes to clinching sales and making satisfied 
customers (as well as protecting yourself against costly 
and troublesome service calls) you can’t beat Black & 
Decker motors. Long years of satisfactory service—and 
the continued patronage of leading vacuum cleaner manu- 
facturers—prove that beyond any doubt. 


THE BLACK & DECKER ELECTRIC CO., 


KENT, OHIO 


Specialists in the Design and Application of 
UNIVERSAL 
MOTORS 
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FOR YOUR 
INFORMATION 


The Home Utilities Company, Mon- 
roe, Wisconsin, has made its bow, 
headed by F. E. Nelson and Harry 
Mabel. The firm carries a full line 
of Norge appliances. 

* ” 


Irving S. Robeson, 68, retired presi- 
dent ot the Robeson Cutlery Com- 


pany, manufacturers of electrical ap- 
pliances, died at his home at Perry, 
N. Y., July 9. The industry was 


founded by his father, Millard F. 
Robeson. 


* * * 


J. Cariseo, Appliances, consisting of 
Joseph Cariseo and Joseph A. Cariseo 
Jr., formerly associated with the 
Brown, Curtis and Brown store and 
later with Weinheimer’s have opened 
a modern appliance store at 134 East 
Genesee Street, Syracuse, N. Y., fea- 
turing Westinghouse _ refrigerators, 
Easy Washers, R.C.A. radios, etc. Both 
men are well known to the appliance 
field in this city, and have a large 
following in Syracuse. 


* * 


The Semi-Annual Convention of the 
National Electrical Wholesalers Asso- 
ciation will be held at the Hotel Wil- 


liam Penn, Pittsburgh, Pennsylvania, 
October 22-25, 1940. 
* 


A business name has been filed in 
3uffalo for the John E. Kmiec Elec- 
trical Appliance Company by Mari- 
anne T. Kmiec, 808 Fillmore Avenue. 


* * * 


Joe Bernstein, under the name of 
Dallas Appliance Company, has opened 
a store at 3207 Knox Street, Dallas. 
He will carry Stewart-Warner and 
Evers electric refrigerators. 

* * * 


The Lawrence Electric Shop, 4105 
Bryan, Dallas, Texas, has made its 
bow under the management of W. F. 
Lawrence. The firm will specialize in 
rebuilding servicing vacuum 
cleaners. 

* 


William H. Hodge, formerly vice- 
president in charge of sales of the 
Standard Gas & Electric Company, 
left in July to reside in southern Cali- 
fornia, following a dinner in his honor 
at the Union League Club in Chicago. 


* * * 


According to word received from 
J. S. Sayre, vice-president in charge 
of sales, Bendix Home Appliances, 
Inc., South Bend, Indiana, sales of 
that company’s line of automatic 
washers for the first six months of 
1940 were 292 per cent of sales for the 
same period of 1939. 


A check-up on sales to date on the 
system of the Idaho Power Company 


shows that the quota is being met 
pretty well so far as company and 
dealer sales go. Water heaters lag 


slightly behind, but everything else is 
up, to schedule. Dollar volume, how- 
ever, is not quite up to expectations, 
with small towns farthest behind. 
Boise shows a clean slate on all items. 


AIR CONDITIONING 
INCREASES 44 PER CENT 


CHICAGO—In June in Chicago a total 
of 304 electric room coolers were sold 
according to a statement made by the 
Commonwealth Edison Company recently. 
Contracts were made for 79 central plant 
installations with an aggregate capacity 
of 1,718 hp, compared with 55 systems 
totalling 601 hp reported for the same 
month of 1939. This represents an in- 
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crease of 44 per cent in number of pl a 
and 186 per cent in combined capacit 

The first six months of 1940 es:abjj; 
a new all-time mark in sales 0: elegy 
room coolers and ranked second only 
the corresponding capacity of 1937 
number and capacity of central plant g 
tems purchased. ; 


Lucky No. 500,000 


A half million visitors crossed the thres. 
hold of the Commonwealth Edison Com. 
pany's home for Electric Living betwee 
June |, 1939 and July, 1940. Waiting 
to greet No. 500,000 was O. R. Hogue 
right, manager, lighting and wiring sale 
and Larry F. Skutt, general manager 
Frigidaire division, General Motors Sale 
Corporation. She was Miss Alice Cum 
ningham, and was presented with @ 
Frigidaire electric range. 


ADVERTISEMENT 


GETTIN’ THE DRop 
COMPETITION WITH 
poINT’s NEW 


do 

to; 

th 

jec 

TI 

th 

ho 

gu 

Now you can sell rings arou M 
the trade with totpgint's \ an 
Promotional Plan built arouw fre 


the" Priscillaette” Portable lront' th 


bh | 
| 
| 
| 
| | > 
| 
| Th 
In 
| 
BLACK & DECKER 3 
sp 
| of 
| 


nad only 
it 1937 
P-ant g 


the thresb. 
Com. 
g betwee 
‘ Waiting 
R. Hogue 
iring sales 

manager 
otors Sale 
Alice Cum 
d with 


arou 


nf’s Ne 
aroun 
ple Lome! 


NDISIN 


THE OCTOBER ELECTRICAL MERCHANDISING 
The Indusirys Holiday Shopping Center” 


The October Issue of Electrical Merchandising will be the 
Industry’s “National Market Place” for 1940 holiday merchan- 
dise, and merchandising ideas. 

Here “appliance trade Santas’. will shop for holiday gift 
goods and for ideas and inspiration to help convert them into 
dollars in the till. 

Electrical Merchandising’s editors outdo themselves to bring 
together, between the covers of this October book, the goods, 
the retail and wholesale buyers, and manufacturers with one ob- 
jective: “Make This America’s Biggest Electrical Christmas”! 


The Merchandise: The editorial and advertising pages of 
the October issue will provide a dramatic pageant of timely, 
holiday merchandise offerings,—will be a veritable “buyers 
guide” for the trade. 


Merchandising Plans: Literally “101 best holiday selling plans 
and promotions,” gathered by Electrical Merchandising’s editors 
from coast to coast —a “book-full” of ideas and inspiration. But 
that’s not all: In addition, this issue will include manufacturers’ 
special holiday promotional plans and campaigns — what they 
offer the trade to help boost holiday business! 


Manufacturers: The October issue is your market place! Use 
its advertising pages to display your wares, tell your sales story 
to Electrical Merchandising’s great army of buy-minded “Santas.” 
Use it to buttress your final drive of the year, for new, worth- 
while trade outlets—to induce your present dealers to “trade 
up.” Use it for what it is—the fastest, most direct, powerful, 
low-cost selling force for making this your best holiday season 
(and for starting 1941 with a bang!) 


FORMS CLOSE 

FOR OCTOBER 

Copy to set (show proofs) 

SEPTEMBER 27 

Complete plates 
OCTOBER 3 
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UNDERWRITERS’ 
LABORATORIES 


ADDED FEATURES 


High-low heat regulation 
heat indica 
tor « Heat-proof handles 
and legs + One-year guar 
antee (except cord, plug, 
porcelain tray) + Hand- 
some eye appeal 


x Extra Roominess...sroiting 
area 125 sq. in. Holds steak, 
8 chops or 2 broiling chickens. 


Cool-Quick in holt the 


time of average range broiler. Saves 
heating up kitchen for quick meals. 
Women like its great convenience. 


AMERICA’S FINEST ELECTRIC 


BROILER 


* Economical...» real current- 
miser. Costs considerably less to op- 
erate than other broilers and ranges. 


* Ventilated ... New, exclusive 


“Circulator Hood” provides scientific 
ventilation, prevents steam from “stew- 
ing” meats, assures broiling at its best. 


COMPLETE LINE 


MODELS LISTING 


from 


$G75 to $4325 


that's setting sales records! 


Department stores, electrical shops, 
public utilities — everyone’s hailing 
BROILKING as the biggest new 
item in the appliance field! Table 
broiling popularity is soaring, creat- 
ing a vast, untouched market of new 
appliance buyers. Already BROIL- 
KING has set new records in steady 
day-to-day sales. Let BROIL- 
KING quality and BROILKING 
performance make money for you! 


WRITE for the Broilking Profit Story TODAY 


INTERNATIONAL APPLIANCE CORPORATION 


Metropolitan and Morgan Avenues, Brooklyn, N. Y. 
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MOTHER'S BIG HELPER... 


NORTHERN STATES POWER COMPANY 


Baby's bath usually is but mcarionally 
for hit, What 4 comvenioue it then to that th 
| buave tase tu Barly, there be plenty of bet 
waiting... witht fos or tether, Our Eletin Water Hecate 
ane of the bet time and work vavers m war bome 


GET THE FACTS ABOUT LOW COST 
ELECTRIC WATER HEATING 
YOUR DEALER OR OUR SHOWROOM 


This advertisement is one of series by T. H. Kettle of Northern States Power 
which won first honors in national contest for best newspaper advertising cam- 


paign for electric water heating. 


Northern States Wins MKB 
Water Heater Ad Prize 


NEW YORK—Northern States Power 
Company, Minneapolis, Minnesota, has 
been awarded first honors in a national 
contest sponsored by The Modern 
Kitchen Bureau for the best series of 
newspaper advertisements on electric 
water heating. The cash prize of $250 
accompanying the award goes to T. H. 
Kettle, the Company’s Advertising Man- 
ager. 

Winner of second 
dianapolis Power & 
Indianapolis, Indiana, 
Longsdorf, advertising manager, taking 
second prize money of $100. Third prize 
went to the Municipal Power & Light 
Plant, Richmond, Indiana. Fentress 
Tucker received the $50 check which ac- 
companied the award. 

The Northern States Power Company 
advertising which took first place in the 
contest emphasized the convenience and 
help that electric water heating brings 
to the home. The series ran during 
February and March in Minneapolis 
newspapers. H. G. Huey, Merchandise 
Manager of the utilitv, says: “Our elec- 
tric water heater business is holding un 
very nicely and showing a very satis- 
factory increase. We attribute no small 
part of it to this very effective series of 
advertisements.” 


Light Company, 


Universal Graduates 
Record Range Group 


NEW BRITAIN, CONN. — Harrv 
Parsons, Universal Electric Range and 
Water Heater Division sales manager, 
announces the graduation of the first 
group to complete the new Universal 
University Electric Range Sales Course 
The new course comprised 16 lessons, 8 
of which were devoted to the funda- 


Parsons emphasized the fact that there 
were certain factors which contributed 
to the high percentage of students com- 
pleting the course. These factors were 

1. That the first part of the course de. 
voted entirely to selling electric cookery 
outlining selling fundamentals that are 


. many times lost sight of in the average 


award was In- | 


with John G. | 


mentals of electric cooking and the hal- | 


ance to product information, sales policy 
and the latest methods of selling Electric 
Ranges. Over 1,200 students in 47 states 
registered for this training which started 
September, 1939. Sales instruction was 
handled through correspondence com- 
bined with quarterly field clinics which 
were designed to tie-in practical field 
training with the course instruction. 
Over 60% of the students who registered 
in September, 1939 completed the course. 
final examinations were carefully graded 
by experienced instructors and diplomas 
awarded to those who successfully passed 
the final examination. 

Each student becomes a member of the 
new Universal University Club and will 
receive special bulletins designed to con- 
tinue this education giving him sales 
slants on new products, promotional 
ideas and various other selling informa- 
tion. 

In commenting upon the activity, Mr. 


correspondence instruction course. 

2. That quarterly field clinics tended t 
maintain interest in the course by 
answering the student’s local problems 
and by showing him how to put into 
actual practice the principles he had 
learned through correspondence. 

“Tt is my belief,” said Mr. Parsons, 
“that correspondence training can be 
made more effective by simplifying the 
instruction and using questionnaires of 
the true or false type.” 


ADVERTISEMENT 


HOTPOINTS 
GOT THE 
ALL- CLEAR. 
siGNAL TO 
PROFITS.’ 


Hotpoint offers a New Retail 
Advertising Plan for Washers 


and Ironers... both radio and 
newspaper... ask your distributor. 
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Sensational New ‘“Glamor-Tone”’ Radio Line 
Acclaimed by Top-Flight Dealers from Coast to Coast 


VERYTHING we said a few months 

ago about the new Crosley organiza- 
tion has been realized. “Crosley on the 
March!” —*“Watch Crosley!" — “Things Are 
Happening at Crosley!’—no longer are 
these predictions. Now they're confirmed— 
positive proof is at hand! 


The new Crosley “Glamor-Tone” Radio 
Line has swept the nation! 


Never before has there been such enthusi- 
asm, such immediate response, such acclaim 
—all expressed in terms of ORDERS! 


The tremendous values in this new line 
have been recognized. Distributors and 
dealers have ordered far beyond our ex- 
pectations. New accounts have been opened 
up at a greater rate than at any time in 
Crosley history. From Maine to California 
and from Canada to the Gulf, first-line 


THE CROSLEY 


Powel Crosley, Jr., President 


dealers are doing a BIG business with this 
outstanding line! This is a Crosley year! 

It’s not too late to jump on and ride with 
the winner! Get in touch with the nearest 
Crosley distributor TODAY. See these great 
values for yourself! Get the details of the 
complete new Crosley program in detail. 


Continuous National Advertising 


National advertising on the new Crosley 
radio line will continue throughout Octo- 
ber, November and December with large 
advertisements, in color, in the Saturday 
Evening Post, Collier’s, Life and Look!—an 


even bigger campaign than originally planned! 


Cash in on this great advertising and this 
‘ great line of radio receivers before it’s too 


late. We ask only that you see them—hear 


them—and get the prices. They sell them- 
selves! 


CORPORATION 


Cincinnati, Ohio 


Home of the Nation's Station—WLW—70 on Your Dial 


ELECTRICAL MERCHANDISING—SEPTEMBER, 


1940 


CROSLEY 
MARCHES ON! 


Crosley’s new factory organiza- 
tion, now complete, has formu- 
lated a long-range program— 
built on a sound sales and mer- 
chandising policy—that means 
great things ahead for the entire 
Crosley selling organization. 


With a new and permanent pro- 
gram of product development, 
sales activity and advertising 
now well under way, the 
Crosley franchise rapidly is 
becoming one of the most de- 
sirable in the appliance field. 
Big things have happened— 
bigger things are coming! 


Keep your eye on Crosley ! 
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New SELF-STARTING 


BABY 


ELECTRIC 


Baby Ben Electric—self-starting— 
is a youngster in the Westclox fam- 


ily, but he’s a sensation already. 
And no wonder! Here’s big value 
in a small alarm clock—stands only 
4 inches high. Handsomely de- 
signed. Beautiful ivory finish with 
gold color trim. Current interrup- 
tion signal. Cheerful gong alarm. 


MANOR self-starting electric 
wall clock has rapid turn-over. 
Comes in choice of four hand- 
some color combinations. Re- 
tails for $3.50. 


WESTCLO 
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BACHELOR self-starting elec- 


e, black or ivory 
dial, retails at 
$3.95; ivory finish with lumi- 
nous dial, retails for $4.95. 


tric alarm. Blu 
finish, plain 


Luminous Dial a dollar more 


Big Ben Electric, head of the 
Westclox family, is the leader of a 
complete line of sparkling electric 
clocks, time duaie wall clocks, 
alarm clocks, retailing from $2.50 
to $6.95. Onlyafeware shown here. 
Order from your wholesaler today. 
Westclox, LaSalle-Peru, Ill. Division 
of General Time Instruments Corp. 


BIG BEN 
ELECTRIC 


SELF-STARTING 


Big Ben Electric Chime 
Alarm is beautifully 
streamlined. Has current 
interruption signal, 2- 
voice gong alarm for 
light and heavy sleepers, 
“first he whispers, then 
he shouts.’’ No other 
alarm clock has the name, 
the acceptance that Big 
Ben enjoys. Don’t fail to 
stock this fast selling 
electric clock! Black or 
ivory finish, $4.95 retail. 
Luminous dial a dollar 
more. 


COUNTRY CLUB electric 
alarm with luminous dial, re- 
tails for $7.43, Maroon finish 
with gold color trim, plain 
dial, retails for $2.50. 


Makers of Big Ben and his family of spring-wound clocks, electric 
clocks, wrist and pocket watches . . . priced from $1.25 to $6.95. 


Sale: 17 Carloads of Oil Heaters! 


Leonard Ashbach (seated) vice president of Good Housekeeping Shops, opera- 
tors of eight retail stores in Chicago, signs an order for 17 carloads of oil space 
heaters (Evanoil). A. W. Shields, Evanoil general sales manager is at the right 
and C. L. Bradford, Evanoil distributor in Chicago at left. 


Enormous Appliance Market Shown 
In Saturday Evening Post Survey 


PHILADELPHIA — The _ tremendous 
market which exists in the major home 
appliance field is indicated by a survey 
of buyers of The Saturday Evening Post 
in all sections of the country, just made 
public. 

The study is one of the broadest so far 
attempted by any magazine and indicates 
that there is a very sizeable primary 
market for most major appliances and 
that the replacement market for such 
products as mechanical refrigerators, vac- 
uum cleaners and other appliances is a 
continuing and an important one. Ap- 
parently, from the results of this Post 
survey, American manufacturers need 
have no fears of market saturation. 

In the field of mechanical refrigera- 
tion, the replies from buyers of the Post 
show that 85.8 per cent use these units, 
that 72.3 per cent own their own units, 
of which .6 per cent reported ownership 
of two or more units, while 13.5 live 
in apartments or hotels that furnish their 
tenants with mechanical refrigeration. 
The figures show that 74 per cent of 
the Post buyers studied possess their first 
units and 26 per cent have made replace- 
ments. 

Possibly of even more importance to 
manufacturers and dealers is the result 
showing that about 50 per cent of the 
units in the homes have been in service 
five years or longer, strong evidence of 
the importance of the replacement mar- 
ket among those who have ready accept- 
ance of mechanical refrigeration. 

A breakdown of the figures shows that 
35 per cent of the units are between 
five and ten years old, 14 per cent are 
between 10 and 15 years and 1 per cent 
are more than 15 years old. 

The Post survey shows that 81 per 
cent of those who replied own their own 
homes or rent homes and 19 per cent 
live in apartments or hotels. 

In spite of this predominance of home 
owners and home occupancy, only 57 
per cent reported ownership of washing 
machines, with 17 per cent having wash- 
ers furnished. 

Even among those who now own wash- 
ers, the replacement possibilities are im- 
mense. The study, for instance, shows 
that 59 per cent of the washers owned 
have been in service for five years or 
more, with the largest percentage—31 
per cent—being from five to ten years 
old. The percentage is 20 for those that 
are 10 to 15 years old and 8 per cent 
are more than 15 years old. 

There has been a replacement over 
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past years in 47 per cent of the washer 
owning homes, but in the majority, or 
53 per cent, the present unit is the firs 
washer that has been used. 

Vacuum cleaners are now owned in & 
per cent of the homes, leaving a marke: 


ADVERTISEMENT 


HOTPOINT'S NEW 
WASHER PLAN IS 
A SURE- 
THING / 


Here’s a tip straight from the 
feed-box. A sure way to profit 


is through totpoint'’s four 
big deals. Ask your distributors. 
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20 per cent still to be tapped and 
placei ment possibilities for this item 
at probably is broader than for most 
pliances. The replies show that 22 
+ cent of the cleaners owned are less 
an two years old, 27 per cent are be- 
een two and five years old, 28 per 
‘ sit between five and ten years, 17 per 
nt between ten and 15 years and 6 per 
nt more than 15 years old. 
: Replacement apparently has been go- 
by on in this field to a rather large 
grec, only 40.1 per cent reporting that 
be present vacuum cleaner is the orig- 
al purc hase. 


18 Per Cent Electric 


Practically every family included in 
be survey does its own cooking since 
ly 1.1 per cent eat out regularly, and 
e percentage using gas and gas com- 
nation ranges amounts to 74, with 18 
r cent having electric ranges, while 
per cent use wood, coal, oil, gasoline 
some combination of the various fuels. 
The percentage of ranges which are at 
st 15 years old totals 9, while 19 per 
nt are at least ten years old, 27 per 
nt are between five and ten years old, 
& per cent are between two and five 
ars old and the remainder have been 
service two years or less. 
\ large number have the convenience 
water heaters, but only a little more 
an a majority of the units are auto- 
atic. Out of 80.3 per cent who had 
ater heaters in service, only 64.4 per 
nt owned automatic ones. 
The largest percentage use gas, with 
al second and electricity and oil third 
nd fourth. Other fuels are used in the 
lance of the heaters. 
Heaters that are more than 15 years 
| total 10 per cent, more than 10 years 
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peed Queen Adopt 
buaranteed Annuck V Wage 


IPON, WIS.—Ratification by the 
LRB. of an agreement wherein the 
krlow & Sellig Mfg. Co., Ripon, Wis., 
] arantees its employees an annual 
age, was announced by H. A. Bumby, 
esident of the concern which manufac- 
res Speed Queen washers and ironers. 
, Barlow & Seelig is the first appliance 
anufacturer in the country to guarantee 
annual wage to its employees. It is 
lieved that at the present time there 
¢ less than a dozen major manufactur- 
sin the United States who guarantee 
annual wage to workers. 
Under the terms of the agreement each 
ass A employee is oe a mini- 
) um of approximately 1800 hours of 
rk per year, at an annual wage. Class 
employees are guaranteed a minimum 
nual employment of approximately 
DX) hours. Designation of Class A and 
lass B employees is based on seniority. 
While . the agreement with Class A 
ployees has been in effect the past 60 
: bys, the agreement with Class B em- 
{ yees has just been ratified and went 
to effect Aug. 12. The agreement also 
cludes a week’s paid vacation for all 
ant employees. 

“We expect this annual wage plan to 
we very beneficial to both the company 
id the employees,” Mr. Bumby stated. 
tenables the company to level out pro- 
ction, giving the men longer hours of 
the mployment during our peak seasons, and 
‘uring us of a crew of experienced men 
“ofit all times. The men are assured of an 
income, and are able to budget 

our Mr expenditures accordingly.” 
of. Effectiveness of the plan is already 
ing demonstrated. Recent increases in 
fe company’s business has made it 
céssary to start operation on the 48 
ur schedule, and with two shifts oper- 
ing, much better production is being 
hieved than had been under the old 
thod of adding temporary unskilled 

during peak periods. 


Vea. 


Maximum 
Convenience 


Ice trays by Inland are the first choice tor 


original factory equipment by leading _ 


makers of automatic refrigerators — and for 
replacement sales by dealers, because they 
are the last word in fast-freezing, quick- 
releasing ice cube convenience. 

These two Inland Magic Finish Ice Trays 
make old style trays as unnecessary as weak, 
watery ice cubes. In a flash, these modern 
ice trays by Inland give you a few cubes 
at a time or a brimming bowlful... 
instantly, full-sized and unshattered. 
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Minimum 
Cost 


For superswift, maximum convenience, it 
is the Shucker Tray all the way. And for the 
quick-release feature, at minimum cost, it is 
the Tilt Out Tray on every count. In short, 
for maximum convenience—for minimum 
cost—it’s ice trays by Inland, the choice 
of refrigerator makers, jobbers and dealers. 
For details, prices and discounts, write to 


INLAND MANUFACTURING DIVISION 


GENERAL MOTORS CORPORATION 


DAYTON, OHIO CLARK, NEW JERSEY 
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Now you can sell... 
COOKING 


CHROMALOX 


RANGE UNITS 


SELL every cooking heat 
that’s needed at finger-tip 
control. Guesswork elimi- 
nated. Meals prepared with 
an accuracy that insures 
tasty food everytime. 


SELL every cooking area 
needed, too! The Chroma- 
lox Unit has selective rings 
of heat that spring into ac- 
tion at a touch, sized to fit 
the utensil in use. Here’s an 
economy feature that means 
more cooking per dollar— 
more electric cooking—more 
range sales. 


SELL controlled cook- 
uniformity, economy, 
speed and convenience. Sell 
ranges equipped with Chro- 
malox units and you'll sell 
more ranges. Use them for 
replacements, 
all ranges. 


ing 


too—they fit 


“How to Sell More 
Electric Ranges” 


is the title of a new book 
pocked full of information 
of interest to every 
dealer—send the coupon, 
with your business /etter- 
head, for your free copy. 


EDWIN L. WIEGAND CO. 


7525 THOMAS BLVD., PITTSBURGH, PA. 


Send me “How to Sell More Ranges”. 


Name 


Position 9 
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The Cost of Retailing Appliances 


CONTINUED FROM PAGE Ii 


| but hundreds of contacts do. 


only two tenths of one per cent for 

publicity outside the newspapers. 
This classification is the most con- 

sistent of all items with the twenty- 


four dealers we have selected to 
represent all sellers of major ap- 
pliances. 
Administrative 
The least comparable of all the 


columns, for some dealers elect to take 
profits out in the form of salaries 
while others have little or no salary 
so the net results may be in the profit 
column. 

The chart does not reflect this belief 
When a 


man owns his business one hundred per 


Salve. Profits. and Operating 
at) 
== 3 
; 
3 


ances. The more nearly your book- 
keeping dovetails with the definitions 
published the better will you be able to 
find when you are out of line. 


Net Profit 


If we were the sensational type of 
publisher we'd have at the head of this | 
article some such wording as the fol- 
lowing “Eleven out of twenty-four 
electrical dealers lose money,” or per- 
haps we'd say “Forty-six per cent of 
electrical dealers lose money.” 

If that were true then almost half 
our present electrical dealers would 
be out of business. The twenty-four 
dealers represented by the statistics of 
this article have all been in business 


rs 


Fifteen years ago Electrical Merchandising made the first cost of doing busi- 
ness study in the appliance field. This was published im the October 1925 issue. 


cent he does not worry over a profit 
showing so long as he has sufficient 
money to run his business. When a 
dealer has other investors than himself 


he is often more concerned with 
showing a profit than with what he 
“draws.” 


Servicing 
Varying from less than one per cent 
to over eleven it might appear this 
item to be impossible of explanation. 
Service very great 
deal on how intimately the sales and 


costs depend a 
the service departments are associated. 
| Some dealers depen! a great deal 
|on the service department for leads 
and some for sales. Others are satis- 
fied for the service man to put a little 
oil in the cup the lady didn’t see and 
“pass” the possibilities of sales. More 
later. 


Other Costs 


| Read the definition of this column 
ind you will understand why it varies 


| from less than a half of one per cent 
to almost thirteen. We believe many 
dealers would be better off to take 


from “other costs” those items which 
| can be put under their proper classi- 
fication. 

ELECTRICAL MERCHANDISING is pre- 
under the headings of the 
chart, what it costs to sell major appli- 


senting, 


for many years. None of them have 
sufficient money or surplus to continue 
in the appliance business if there were 
an actual money loss year after year. 

We know that three of the firms 
reporting a loss on the chart did have 
a profit due to income from invest- 
ments, interest or carrying charges on 
deterred payments, and other income. 
We also know at least two other firms 
show a slight loss because the owner 
takes a very small weekly salary, then 
counts also as salary whatever profit 
is made. 

The last two paragraphs are not to 
whitewash the profit and loss account. 
Certainly an average profit of only a 
little over two per cent is nothing to 
recommend appliance selling as an 
investment for the hard-headed_ busi- 
ness man. 

We believe it can be if dealers, dis- 
tributors and manufacturers get to- 
gether to study the cost items we are 
presenting and to take steps to elimi- 
nate some of the evils of the industry 
which have a direct bearing on the 
profit possibilities. 

Next month we will discuss in more 
detail some of the reasons for the wide 
fluctuations in expense items and sug- 
gest possibilities of corrections. No 
theories, just plain horse sense used 
by dealers we have met to increase 
their profits or decrease their losses. 
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THE LEADER 


In Quality, Performance 


STEAM -0-ATIE 


~ 


W 


like the 
B 200, 


stean 


no other iron 
Selectrol Model 
suitable for either dry or 
ironing. No other iron needed 
A.C. only. Order today.  Re- 
tail 912.95 


A COMPLETE LINE. Model 
D-550, non-automatic, A.C. or D.C 


There is 
famous 


has no equal at the price... .$6.95 
Semi-Automatic Model C-100. A.C 


Write for Complete Information 


‘STEAM-O-MATIC CORP. 


MILWAUKEE WISCONSIN 


WHERES THE NEAREST | 
HOTPOINT DEALER? I WANT 
To GIT ONE O' THEM 


Ask your distributor about 


Hotpoint’s New Novel “Give- 


Aways” to attract Washer 
prospects to your store. 


THIS 


app 
Ever 
gett: 
men 
Not 
seas 
bull 
it ti 
pla; 
Tak 
tisit 
thei 
sure 
dis} 
G-E 


. : =. = 
: 
| 
&® 
& 
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J 
| 
} 
rt 
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THE SATURDAY EVENING POosT 


THIS FULL PAGE G-E MAZDA lamp ad 
\ appears in September 14th Saturday | 
\ Evening Post... just when youngsters are 
getting their first homework assign- 
ments. 
be. Notice how it stresses the “eyestrain 
al season” and the need for right-sized | 
on bulbs for easier seeing. Then notice how 
an it ties in with the September window dis- | 
Re- play shown below. | 
: Take advantage of this powerful adver- | boas 
.C tising that pre-sells your customers on The eyestrain season is here... but j «See 
on display promptly. Tie-ins like this make i ur The cont eve 
G-E MAZDA lamps easier to sell than ever! lamp that are Mads Say the ind nn 
GE MAZDA LAMPS pin Squad | 
GENERAL ELECTRIC TAKE HOME A 
) | 
| 
, TIE-INS LIKE THIS 
are one rea- 


son why 2 out of 3 people prefer G-E 
MAZDA lamps. More and more of your 


customers are demanding better light and 

right-size bulbs. Be sure your store cashes 

in on this advertising. Display G-E MAZDA 

: lamps with this full page Saturday Evening 
Post ad! 


MAZDA LAMPS 


ons 
sell GENERAL @ ELECTRIC 


~ it 


ber 


siN@RLECTRICAL MERCHANDISING—SEPTEMBER, 1940 PAGE 97 


BS: 
-/ | = 
‘= 
=, 
GE 1S orits 
pVER- “The pIsPLA" Coun pr E 
1 ding 2 ON THE Hour 10 -ouT ntsaseries NG Took bulb 5 buy 
NA 20 \ s Lam at ts age in 4 mate cial e peo th 
in ith millions MAZDA Sundays Red G.E. offers! colorful w display ther mate lars 
magazines cages of holders other bran™ 
of G P.M. dow available- 
Networ 
Adv 
; 


EALERS are discovering that this modern 
kitchen market can be their most profitable 
market if they know how to reach it quickly 

and effectively. Here are 10 reasons why 
Youngstown Pressed Steel Kitchen units can be 


your big business opportunity. 


PRE-SOLD MARKET 


UNSATURATED 
MARKET 


HIGHEST QUALITY 
MERCHANDISE 


LOW PRICES 
FLEXIBLE LINE 
EXCELLENT PROFIT 


PROVEN SALES 
PLAN 


@ NO TRADE-IN 
@ NO SERVICE 


@ NO REPOSSESSIONS 
UNDER FHA PLAN 


YOUNGSTOWN PRESSED STEEL Div 


MULLINS MFG. 
WARREN. 


: 

YOUNGSTOWN PRESSED STEEL DIVISION 

' Mullins Manufacturing Corporation, Warren, Ohio 

PLEASE SEND ME COMPLETE INFORMATION ON THE “Youngstown” 
DEALER FRANCHISE FOR MY TERRITORY. 

Address 

! City_ 
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Keeping Up Interest 
in a Model Home 


storage cupboard which utilizes the 
ordinary thickness of the walls for a 
narrow closet, the glass tiles which 
permit the light from indoors to light 
the entrance adequately, the mirror 
lined niche in the bedroom with special 
lighting and the many conveniences 
of the service porch are merely sam- 
ples of numerous original features 
upon which: visitors customarily take 
notes. 

Especially effective are the cartoon 
type of explanatory cards which are 
used to attract attention to items of 
interest. These give interesting facts 
and figures, with a touch of humor in 
the wording and in the comic illustra- 
tions, so that they are read from 
“cover to cover” by many who other- 
wise would not bother to do more than 
stroll through the rooms. As it is, 
they cannot fail to get the electrical 
message intended. 


Interest Never Lags 


The electrical industry has not al- 
lowed interest in the Matchless Home 
to lag for a minute. Every month or 
so, something new is started, which is 
announced in the Bureau of Power and 
Light’s customer publication and is 
given adequate publicity in the city 
newspapers, attracting a new group 
of visitors. Attractive and unusual 
plantings about the building resulted in 
a garden which brought out so many 
questions that the plants and shrubs 
were neatly labeled with common and 
botanical names. Announcement of 
this brought garden clubs to view the 
house. In addition to the many features 
of the interior, they were taught the 
value of outside outlets for garden 
illumination and for special Christmas 
displays. The garden is now one of 
the special points of interest about the 
place. When, from time to time, the 
lawn becomes too luxuriant, this con- 
dition has been remedied by use of an 
electrically operated lawn mower. One 
of the prominent officials of the Bureau 
of Power and Light did the first job 
on the lawn—and rated a story in 
Los Angeles papers, with pictures. 
Other outdoor features which attract 
special interest are the illuminated 
house number, and the automatic gar- 
age opener, which may be operated 
without leaving the driver’s seat. 


Garage Is Important 


The garage, indeed, has become an 
important part of the house. Its door 
operates with an electrically operated 
control which is governed by a switch 
at the driveway. The building itself 
has been fitted up at one end as a 
complete kitchen and here cooking 
classes are held every Monday, with 
an enthusiastic attendance of house- 
wives who come from all sections of 
the city to learn methods of electric 
cookery. 

Or the seats may be turned about 
to face the electrically fitted work 


CONTINUED FROM PAGE 25 


bench which is part of the permagmmtion moment 


installation of this model garage, ] professional 
part of the show is of particular g™their skill. 
terest to male visitors. So great M™pects for 
the desire for further informatio,[equipment a 
regard to this equipment, in fact, q™est in the 


helped to k 
of the comn 


in recent months a “hobby class” 
been started which meets in the ¢ 
nings so that men who are other, 


employed during the day can ¢ Bookle 
once a week after business hour; 

instruction in how to use these dq Not long 
trically operated tools. This is the home, 
ducted by a man with a backgrounifgexplanation 


League and 
by every ut 


practical experience in Europe wi 
now an instructor in woodwork in 


Los Angeles public schools. f Los Ang 
class began with fifteen enthusiagipanies and | 
woodworkers and home carpenters @genthusiasm 
has since grown to even larger result that 
tions. Hobby Clubs, now popular #2 radius 0 


{ngeles al 
all directe 
Los Angel 
an eastern 
the booklet 
print and a 


stitutions in all sections of the coun 
are particularly strong in Los Angé 
where a good many people find th 
selves with leisure time on their han 
The Hobby Class at the Match 
Home has filled a real need for s 


groups, whose members advertise (of duplica 
opportunity to their friends. The mag community 
bership of these evening classes #Jis to serve 
clude several professional men, as wagpective hot 
as others who enjoy home cal Local el 


obbers ar 
provided \ 
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Now you can conduct a com 
plete Home Laundry 


stration right in your store with 


Hotpoint'’s 3-in-1 Plan. As 


your distributor. 


ELECT 


| poctunite 
YOUNGSTOWN PRESSED STEEL HITCHENS 
> 
10 
2 
| 
S 
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tion moments and are glad for a little 
professional assistance in perfecting 
their skill. They are excellent pros- 
sects for electrical wood-working 
equipment and their continuing inter- 
est in the “Matchless Home” has 
helped to keep it a factor in the life 
of the community. 


Booklet Describes Home 


Not long ago a booklet describing 
the home, with full illustrations and 
explanations was published by the 
League and purchased in quantity lots 
by every utility located in the vicinity 
f Los Angeles. Private power com- 
panies and city systems united in their 
enthusiasm for the project, with the 
result that the electrical industry for 
, radius of fifty miles or so of Los 
{ngeles all told the same story and 
all directed their customers to the 
Los Angeles exhibit. Not long ago 
an eastern utility ordered a supply of 
the booklets, Southern California im- 
print and all, presumably with the idea 
f duplicating the project in their 
community. Or perhaps the booklet 
is to serve as an inspiration to pros- 
pective home builders in itself. 

Local electrical people—dealers and 
obbers and utility men, have been 
provided with a supply of “courtesy 
ards”, which they pass out to cus- 
tomers and friends. These bear the 
name of the guest and of the electrical 
man extending the courtesy, and en- 
title their bearer to some special atten- 
tion at the exhibit from the hostess in 
charge. They also help to keep up 
attendance. 


Visitors’ Record Kept 


A record is kept of visitors, who 
are asked to sign the visitor’s book. 
The result is a record of attendance 
irom all parts of the world. People 
irom Hawaii, Canada, South America 
ind Europe are brought by local 
iriends to see the home. Los Angeles 
inhabitants come once for themselves 
and then continue to bring others, so 
that they see the exhibit several times 
each. Particularly outstanding has 
been the record of architects and 
builders from all up and down the 
Coast who have dropped in to see the 
home and pick up ideas. 

_ New electrical equipment of unusual 
itterest is apt to find its way out to 
the home even before it may be seen 
m the shelves of dealers. Ranges and 
ther major equipment are arranged 
0 that they may be shifted from time 
‘o time, so that each manufacturer has 
achance, and so that latest models are 
shown. Thus it is that the home 
Keeps up to date. There is always 
something new to see and, as the rec- 
tds show, always somebody new to 
see it. No time has been set for the 
exhibit to terminate, but when it does 
there will presumably be no difficulty 


in finding a purchaser and in moving | 


it to its permanent location. 


| 


The frame of this shelf is Aluminum. 
That means there'll be no unsightly 
rusting to mar the beauty of this 
refrigerator. The wise salesman calls 
his prospect’s attention to this fact. 

High humidities now carried in re- 
frigerators demand that metals be able 
to withstand this moisture. Aluminum 
is the answer. That’s why you see it 


used in so many places; Aluminum com- 


ALCOA 
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partment covers and drawers, ice cube 
trays and grids, food shelves, hardware 
and decoration. 

Aluminum, finished by the patented 
Alumilite process, adds greatly to the 
attractiveness of your refrigerator. It 
is easier to keep clean and looking new. 
You'll find it a big sales help. ALUMINUM 
Company OF America, 2160 Gulf 


Building, Pittsburgh, Pennsylvania. 
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f THE CLOSING 


Customers see for them- 
selves the high class 
gleaming finish, sturdy 
braced construction, big 
easy rolling casters, 
handy quick-drain out- 
lets and convenient slid- 
ing covers of CELINA Portable 
Tubs. ARGUMENT is never needed 
to convince~them as to the practical 
value of these features. And that very 


thing is what makes CELINAS such 
marvelous SALES CLOSERS on a com- 
bination washer deal. Use them for 
this purpose during 
NATIONAL 
WASHER - IRONER 
WEEK 


When facing a difficult pros- 
pect, make your final quota- 
tion “in combination with a 


CELINA Portable Tub to 
match.” Right there is where 
most customers get ready to 
sign up. CELINA Portables 
are distinctly merchantable 
on their own merits. The 
fact that they may be ob- 
tained in colors to match all 
leading makes of washers, 
renders them doubly pro- 
fitable for you. Twin and 
single models; packed in- 
dividually or nested. Write 
or wire for description and 
prices. 


THE CELINA MFG. CO. 
Celina, Ohio 


CELINA 
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NEW BOOKLETS 
ISSUED BY 
MANUFACTURERS 


ALTORFER BROS. CO. 


A new portfolio of consumer specifica- 
tion sheets, attractively bound has been 
issued by Altorfer Bros. Co., according to 
Wm. H. Kinsall, manager, Publicity De- 
partment. These are for the use of ABC 
dealers and retail salesmen to aid them 


in presenting their sales story of various | 


ABC washer and ironer models to the 


prospect. 
The specification sheets differ from the 
usual ‘set of mechanical specifications 


and descriptions in that they are written 
from the consumer standpoint in simple, 
understandable language and have feature 
illustrations and carry a box in which 
the price and terms of the various mod- 
els may be written and left with the 
prospect. 


AIRGARD MFG. CO. 


A new mailing folder on the Model M 
Airgard, made by the Airgard Mfg. Co., 
609 North La Salle St., Chicago, IIL, has 
recently been issued, according to Horace 


Hunt of the company. The mailing piece | 


describes and illustrates the new product 
which is an electric window ventilator 
for filtering and circulating fresh air in 
rooms and offices. 


RAILLEY CORP. 


A new catalog of Railley Corporation, 


Cleveland, on their line of “Pin-It-Up” | 


lamps has been issued recently. Prices 
and complete descriptions of the light 
conditioning assortments are included in 
the catalog. 


GENERAL ELECTRIC 


A new manual on modern home wir- 
ing practices assuring electrical adequacy, 
called the “G-E Home Wiring Hand- 
book” (51-4014), has just been published 
by the wiring materials section of the 


General Electric appliance and merchan- | 


dise department, Bridgeport, Conn. Avail- 
able on request to any one, either con- 


tractor or ultimate consumer, who de- | 


sires practical and complete information 


on adequate home wiring, the new 24- | 
It | 
| 


contains a detailed description of G-E | 


page manual is completely factual. 
home wiring methods, a guide for check- 


ing and writing specifications, and ma- 


terial specification for home wiring, as | 
well as several suggested ways of prov- | 


ing the adequacy of the installation after- 


wards, and a series of convenient tables. | 


QUIET MAY 


“Yours for a Warm Friendship’— 
Quiet May’s new booklet No. C-134— 
features “Happy” Day, the Oil Man. 
“Happy” tells the story of Quiet May 
features, and why and how they save 
money for his customers. 

The booklet covers the complete line 
of conversion burners, oil heating units, 
and air conditioning units. 


FLORENCE STOVE COMPANY 


The entire Florence line of oil space 
heaters is described and illustrated in 


their new 1940 catalog which has just | 


come off the presses. The catalog serves 


a two-fold purpose—as a reference for | 
the dealer in re-ordering and as a valu- | 


able sales help when demonstrating to a 
prospect. 

In addition, the company has brought 
out a consumer folder which is furnished 


free for the dealer’s use in direct mail | 


campaigns or as a store handout. Write 
the Florence Stove Company, Gardner, 
Mass. 
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DUPLICAT 
Good DI 


G-E Cord Rack 
| and 


Switch Package 


nati 


The G-E Cord Rack holds ten spools xclusive I 
high quality G-E Flexible Cords. It Washer ar 
cords out in front where they will x 
tract your customers’ attention. It keep 
the cords neat, clean and easy to hand| 
Use it to help increase your cori 
business. 


Photo by cows 
Electrical | 
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The G-E Switch Package is available 
either containing all brown-color 
Sphinx Mercury Switches and Standard 
Switches, Cat. No. GE3316 or with a 
assortment of brown- and ivory-colot 
Sphinx and Standard Switches, Cat. No. 
GE3314. Both packages contain actio 


displays. 
‘ le 
Sales promotion material on G-E Cords poe 
and on G-E Switches is also available me 
for your use. For further informatio 
see the nearest G-E Merchandise Dis ap 
| tributor or mail the coupon below. - 
Ne 
| General Electric Com Jol 
Section D-04 i9 | 
Appliance and Merchandise Dept. be 
Bridgeport, Connecticut j= 
| Sirs: Please send me complete information QUICK SER 
on( ) G-E Cord Rack ( ) G-E Switch Jenkins Arca 
| Package 
Please ser 
Name | WHIRLDRY 
| Address 
| i City | 
Street 
GENERAL ELECTRIC| 
i 


ELECTR 


on 
\ | | Sales HOTPOI 
n> — _ 


HOTPOINTS GIVING 
DUPLICATE PRIZES FOR Jaume 


pays duplicate prizes 
0 all national winners who use 
sols oqexclusive Hotpoint windows in the 


amWasher and lroner Week Contest. 
Vill a 


keep 
and| 
core 
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‘Mommy, come out and 
play with me!" . . . 


When mother uses the WHIRLDRY 
Portable Washer she has time to 
play, for it washes, rinses and 
spindries clothes without once re- 
moving them from the washer tub. 
to aht et. 

: white porcelain in- 

Ww. side 


fuss, no muss 
. + Moderately 
priced. Investigate today — Coupon 


QUICK SERVICE ELECTRIC Co. 
Jenkins Arcade, Pittsburgh, Pa. 


Please send prices and information on the 
WHIRLORY Portable Washer. 


Personal Calls 
Still Sell Lamps 


ECENTLY 75,000 lamp bulbs 
which averaged 77 watts per 
lamp were sold to about 18 per cent of 
the Iowa Electric Light & Power Co. 
customers, says Arthur Huntington. 
Who sold them? The employees who 
made personal calls. The company 
made liberal use of white space in the 
paper; it sent out 10,000 cards with 
the electric bills; this card made it 
possible for anyone with a family to 
sign his name and drop the card in 
the mail box without postage. 

The lamp including one 10C watt 
lamp free, would be delivered without 
charge and the cost of the lamp would 
be added to the next electric bill. 

Only 56 cards came in. 

“I sent a school boy out in a block 
where there are 14 houses,” declared 
Mr. Huntington, “Each of these had 
received a card but not one of them 
had used it. The boy came back with 
seven orders. It took him about two 
hours after supper.” 

The moral is, to get results you’ve 
got to send salesmen out. Electrical 
appliance selling is still an outside 
man’s job for best results. 


Licking the Discount Buyer 


M. FRASER of Los Angeles 

reports that he has the dis- 
count angle pretty well licked. \Vhen 
a customer produces what seems (to 
him) a valid reason for a discount, 
Fraser tactfully manages to find out 
what the customer’s own line of busi- 
ness is and suggests a mutual discount. 
It is surprising how many of them 
back down when faced with the idea 
of giving a discount on their own 
products, although they had been ex- 
pecting it from the electrical dealer. 
If it isn’t possible to handle the prob- 
lem in that way, he accuses them of 
being “shoppers”’—and ordinarily 
they will do quite a bit to prove this 
is not the case. “While we haven’t 
sold all of them yet”, he says, “we are 
able to break down that discount buy- 
ing and playing one dealer against 
the other.” 


One Month's Washing 
Revives Prospects 


HEN he finds that his prospects 
for washing machines are 
growing cold Jack Wahl, electrical 
dealer of Bellingham, Wash. revives 
their interest by sending out a return 
postal card offering them a month’s 


-| free washing. When they express an 


interest, he explains that the offer is 
for the use of the electric washing ma- 
chine in the basement of his store. 
They reserve a time and bring in their 
wash, he furnishing soap and hot 
water and all necessary equipment. If 
he can really get the housewife to 
accept this offer, the machine is as 
good as sold. In any case, it gives 
his salesmen a chance to reopen the 
sale and not infrequently brings the 
desired name on the dotted line. 
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Advertising Pulls Prospects 
the Hundreds 
For G-E Dealers! 


GENERAL 
ELECTRIC 


2. Disposes of all 
garbage 


Returns Prove 

Popularity of G-E Electric Sink 
Coupons from G-E Electric Sink 
advertising are coming in by the 
score every day—and the leads 
are going out to G-E. Dealers 
everywhere. Live prospects! In- 
terested prospects! SALABLE 
prospects! The G-E Electric Sink 
is going over in a BIG way! In- 


terested? Then ask your G-E 
Appliance Distributor for the 
new merchandising plan “What's 


In It For Me!” 


General Electric Co., nce & Mdse. 


ELECTRIC 


GENERAL 


You Can’t Beat These 
DRILL VALUES! 


OB-8 '/," light 
duty — $19.50 list 


OB-4 Standard 
duty — $24.50 


OB-5 Standard 
duty—Ball Bearing— 
$47.50 list. 


If you don't know your costs, see your jobber today. 


SIGNAL ELECTRIC MFG. CO. 


Offices in all principal cities 
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(Classified Advertising) 
SELLING : yy ry: MERCHANDISE 
emecovment: : susiness 
UNDISPLAYED —RATES— DISPLAYED 

15 Cents a Worp, Mintmem CHarce $3.00 | Individual Spaces with border rules for 
Positions Wanted (full or part time salaried | prominent display of advertisements. 

employment only) % the above rates pay The advertising rate is $8.00 per inch for all 

able in advance atvertising appearing on other than a con- 
Bor Numbera—Care of publication New York, tract basis Contract rates quoted on re- 

Chicago or San Francisco offices count as | quest 

10 words An advertising inch is measured %&” ver 
Discount of 10° if full payment is made in tically on a column—4 columns—48 inches 

uivance for 4 consecutive insertions. to a page. 


Parts, Services 


UNDISPLAYED RATE: 
$1.00 per line per insertion. Minimum 
charge $4.00. (First line in small black 
face type.) Fractions of a line count 
asaline. Discount of 10% if full pay- 
ment is made in advance for 4 con- 
secutive insertions of undisplayed ads. 


& Accessories | 


DISPLAYED RATE: 


$11.00 per inch per insertion. Contract 
rate on request. (An adve rtising inch 
is measured vertically %” on one 
column, There are 4 columns—4§ 
inches to a page.) 


NATIONALLY KNOWN BRANDS OF MILBERN'S 


RE-NU-VATED VACUUM CLEANERS 


Once sold ... they stay sold EADING BRANDS 
Rebuilt 

When you once sell MILBERN Rebuilt Nationally Known 

Vacuum Cleaners, you can count on keeping Vacuum Cleaners 

your profits. Because your customers will be Complete Customer Satis- 

permanently satisfied. From brush to handle- faction Means Bigger 

grip, Milbern RE-NU-VATED vacuum clean- Profits for You 

ers will help you build your sales and  f. oe ee 

increase your profits. they stay sold 


Send for attractive profit-making details. 


MILBERN VACUUM CLEANER C0. 
241 W 23rd STREET Ss 
NEW YORK CITY 


“Recreators of Vacuum Cleaners” 


UNUSUAL BARGAIN 


Reo Car and Trailer—Ideal for 

Canvassing or Traveling Showroom 

FREE —$150.00 Complete. 
XT) 


FS-583, Electrical Merchandising 
tor ANY Senention or Trade Mark 330 West 42nd St., New York City 


NEW PRODUCT 
EXECUTIVE SALESMEN WANTED WANTED 


One of our clients, now successfully sell- 


Going Florida business in good ing a product for home use, retailing at over 
financial condition is desirous of $200, direct to the consumer through news- 
adding man to its organization in paper, magazine, and direct mail adver- 
Miami and Tampa, Right man must tising, is seeking ‘an addit 

* an executive salesman experi- 
a . appliance merchandising Do you know of a new 
and sufficiently successful to pur- 
chase $3000 Interest to Insure product for home use? 
manent connection in Official Capac- ani can essfully mar 
ity and as member of Board of — it 
Directors. This position is now pay- st 
ing $2600 per year but our desire ome emonstration. 
is to locate an associate who can The organization has distributors in most 
sell more and increase earnings of the important cities in the country, and 
This is not an ordinary advertise- is , @ additional distributing 
ment but a search for the right man points. It is @ young aggressive group, 
to join two sales executives of many and will do an outstanding job with the 
years National experience who have right product. 
durir the past four years estab- hic 

during the past four years estab- Only products which are ready 
‘rganization handling Nationally for the market will be considered. 


known lines 


WRITE—DO NOT PHONE OR CALL 


SW-582, Electrical Merchandising 
pte MARKET RESEARCH CORPORATION 


42nd St., New York City 
OF AMERICA 


RUBBER UPHOLSTERED 


Use ORANGEVILLE 
TRUCKS for han- 
dling refrigerators, 

ranges, radios, kitchen cabinets, ete. Only truck 
with patented quick change ratchet nose. Com- 
pletely rubber upholstered throughout. Several 
convenient sizes. Descriptive circular and prices 


vest. 
“ORANGEVILLE MFG. CO. 
Manufacturers complete tine of Floor Trucks 
Orangeville (Col. Co.) Penna. 


DON’T TURN THAT 
JOB DOWN! 


We have made it profitable for the motor 


SERVICE PARTS el 


for Air Conditioning and 


refrigeration, of every description, 
—the “hard to get ones", too. FOR 


You'll receive quality materials, and 
prompt, intelligent attention, at any 
of our twelve branches, or you can 
order with confidence (and get the 
same quick service) from our big cate. 
log. Write for it on your letterhead. 


THE HARRY ALTER co. EL The 


CHICAGO BRANCHES WEST SOUTH 


pany is. 


SPECIALTIES 
Electric Mangle Roll Pads and Covers 


Vacuum Cleaner Bags, Ironing Board pads P 
and covers, washer and ironer covers. Ohi al “Natio 
Textile Specialty Co., W. 54th. Cleveland, 0 


444 Madison Avenue, New York City 


Bids: October 1, 1940 ADVERTISEMENT FOR BIDS 


Kitchen Gas Ranges 
Automatic Refrigerators 


The Great Falls Housing Authority will receive sealed bids for the furnishing only, on 
he site, of one hundred and fifty-seven (157) kitchen gas ranges and/or one hundred and 
fifty-seven (157) automatic refrigerators for Parkdale Project No. MONT. 2-1 located in 
Great Fall M mtana, until 12 o'clock noon MST on the first day of October, 1940, at the 
office of th located in the Civie Center Building, Great Falls, Montana. Bids 

il Be put and read aloud in the City Council Chamber, City Hall, at 2:00 
P.M. MST day 

he su Ms er will be required to furnish a satisfactory performance bond 

roposed forms of contract documents and specifications will be on file after September 
ith, 1940, at the office of the Great Falls Housing Authority Forts Building, and will be 
ready for suance at the same time at the office of the Architect, A. V. McIver, 512 Strain 
Building, Great Falls, Montana 

Copies of the documents may be obtained from the Architect by depositing $19.00 for 
each set of documents for furnishing ranges and refrigerators. Deposits shall be in the 
form of a certified check made out to the Architect The amount of the deposit will be 
refunded soon the return of the specifications in good condition within 10 days after the 
pening « bids 

The Great Falls Housing Authority reserves the right to reject any or all bids, to waive 
any informalities in bidding. and to evaluate the bids in the manner specified 

ertifed check or bank draft payable to the Great Falls Housing Authority, U. S 
Government Bonds (at par value), or a satisfactory bid bond executed by the bidder 
and a surety company in an amount of five percentum (5%) of the bid shall be 
submitted with each bid 

No bid shall be withdrawn for a pe sriod of sixty (60) days subsequent to the opening 
if bide without the consent of the Great Falls Housing Authority 

Great Falls Housing Authority, 

September 9th, 1940 By R. H. WILLCOMB, 

Date of First Publication 


Executive Director 
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“HOR INCREASED 


SALES! 


The Johnson Rubber Com- 
pany is happy to join in 
celebrating the third annu- 
al “National Washer-Ironer 
Week”. 

As manufacturers of ex- 
"wer |Mtruded, molded, 
rubber products, we have 
for years collaborated with 


washer and ironer manu- 


and cut 


facturers in developing new 
rubber parts and helping 


Behind 


3 to solve rubber problems 
; peculiar to the industry. 

4 We once more, therefore, 
2 lake this opportunity to of- 
“ fer our services freely both 
2 to large and small manu- 
2 facturers . . . toward con- 
stant product improvement, 
- the better to warrant the 
i confident recommendation 
2 of your dealers and the 
I well-earned preference of 
their customers. 

6 

8 


RUBBER COMPANY 


7 ___ MIDDLEFIELD 


4 OHIO 


3 Manufacturers of extruded, 
2 molded, and cut rubber 
9 products for the electrical 
industries. 


ING 


Pots and Pans 
Are Important, Too 


CONTINUED FROM PAGE 23mm 


with some sort of standards. There 
have been cases where women com- 
plained of their cake being satisfactory 
except that it had a “leathery” ap- 
pearance when compared with the 
cake that the home economist has 
made for them. They totally disre- 
gard the fact that the home economist 
uses cake flour whereas perhaps they 
are using bread flour not of the same 
quality. 


Three Different Types 
of Baking Powder 


Then there is the question of baking 
powder, types and amounts. These 
are the three different types of baking 
powder: (1) Cream of tartar, (such 
as Royal). 2. Phosphate (such as Dr. 
Price’s). 3. Combination powders 
which contain aluminum compound 
(such as Calumet). With the first 
two types it is necessary to use 25 
to 50 per cent more powder than in 
the case of the third type. Should the 


first two types of baking powder be | 
used and the cake should stand an | 


hour or two before it is baked it would 
seriously affect the texture. On the 
other hand, if No. 3 were substituted 
for Number 1 or 2 in like amounts 
there would be.entirely too much of 
the leavening action, and the cake 
would be very coarse and full of large 
holes. 


Many Different 
Methods of Measuring 


In measuring, there are perhaps as 
many different methods as there are 
people who measure. A “cup” in one 
home is not necessarily a “cup” in an- 
other. China cups and regular silver- 
ware are out. Standard approved 
measuring cups and spoons must be 
used if results are to be uniform. 

Some women will pack flour down 
into a cup so there will be anywhere 
from 10 to 35 per cent more flour 
than a standard cup should contain. 
Others heap up cups, which is in- 
correct. The proper way to measure 
baking powder is to scrape off the 
spoon or cup with a knife or spatula 
so it is perfectly level. Butter or lard 
should be packed solid or otherwise 
there will be a number of air pockets 
that will reduce the amount of shorten- 
ing used. One way to avoid error in 
measuring bulk shortening is as fol- 
lows: 

For example, take a full cup meas- 
ure, fill it half full of water and keep 
adding lumps of shortening until the 
cup is full. Then drain off the water 
and you have one cup of shortening. 

The thing to do is to ask a woman 
to tell you what kind of a cake result 
she wants, and then show her how 
she can produce the cake to which she 
is accustomed by merely making a 
few slight changes in procedure and 
utensils. 

Certainly, the more attention paid to 
helping the housewife get the maxi- 
mum results from her electric range 
is going to result in lasting satisfac- 
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tion and future business. 


1940 


Q STAT CONTROL (No 


SELL FAST 


at good profits 


1 FULL 21-INCH ROLL RED PILOT LIGHT (In- UNIFORM PRESSURE SHOE 

(Handles Big Sheets Easily) dicates When Current 5 (Assures Smooth, Even Finish) 
AUTOMATIC THERMO- 

ELBOW CONTROL 

Scorching, No Underheat- Leaves Both Hands 

ing) ree to Guide Clothes) 


NON-SLIP RUBBER GUARD 
(Prevents Slipping of lroner 
on Smoothest Surfaces) 


These 6 outstanding features of the Armstrong Master lroner appeal to 
every woman and make easy, quick sales possible. Add to this, its beauti- 
ful streamline design, gleaming white finish, the fact that it occupies 
small space, and the low price—an unbeatable sales value that every 
prospect instantly recognizes. 


OUR NEW CONTEST PLAN 


FREE IRONER TO WINNER. Master 
Model (illustrated) retails for $34.50, 
Porta-Lectric Model $26.95. 


will focus attention of every woman in 
your community on your store—and on 
the Armstrong. It is a sure fire local 
advertising campaign and features a 


Write or wire for details today to Dept. EM 


ARMSTRONG PRODUCTS CORP. 


Quality Electrical Appliances Since 1899 
HUNTINGTON, W. VA. 


| largest sign are 
with “TOP 


MAKE SURE. THE RESI 
ELECTRICAL APPLIANCES YOU 
“TOPHET’ NICKEL- 


WILBUR B. DRIVER CO. 
NEWARK, NEW JERSEY 
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LETTERS 


Orchids to Bullock 


To the Editor: 

May I congratulate you and Mr. 
B. W. Bullock on the excellent article 
on the economics of Promotion in 
your July issue. 

We need more of such hard hitting 
articles to educate American Industry 
on the soundness of specialty promo- 
tion, and the necessity for margins to 
cover promotion expense to be in- 
cluded in the pricing during promo- 
tional stages. 

Mr. L. W. Bulware at one time 
was an active writer along such lines, 
and as I recall former years, the ad- 
vertising agency which figured prom- 
inently in the Norge development put 
out some strong copy for trade paper 
articles. 

In any event, the appliance industry 
needs to have injected into their sys- 
tems more courage to cause them to 
speak out and defend the system of 
promotion which has caused such 
radical changes to take place in our 
living habits. In no other way could 
the public have been educated to 
aspire to the higher living standards 
made possible by an alert and 
aggressive American Industry. 

E. C. ADAMS 
Adams Bros. Mfg. Co., Inc. 
Pittsburgh, Pa. 


The Reno Plan 
To the Editor: 


The writer is very much interested 
in the article which appears in the 
May issue of Electrical Merchandis- 
ing under the heading of “Reno-vat- 
ing the Electric Business”, or the 
Reno plant in regard to Electric 
Merchandising in cooperation with a 
local Electric Power Company. 

Here in Nashville the Tennessee 
Electric Power Company was recently 
purchased by the city of Nashville 
under the T.V.A. plan. 

The Mayor appointed a local Power 
Board of five members, and they in 
turn, formed the Nashville Electric 
Service Company to take over the 
Tennessee Electric Power Company 


here, and in the process of change- 
over they also took over some of the 
former employees of the Tennessee 
Electric Power Company, with old 
competitive ideas. 

We, as electrical merchants, elec- 
trical service men, electrical motor 
shops, and electrical contractors are 
protesting the fact that here in Nash- 
ville we are being competed with by 
the city and we have just formed a 
local association to combat this com- 
petition. Won’t you please send me 
at least one-half dozen copies of Elec- 
trical Merchandising of May 1940 in 
order that I might present the article 
to some of the members of the Power 
Board and also Chairman of the Elec- 
tric Association, as we feel the Reno 
plan could be worked out very suc- 
cessfully here in Nashville if our 
board here is really in earnest in 
working out a satisfactory solution to 
a very bad situation. Thanking you 
for any help you can give us, I am 

J. T. SHANNON 


Shannon Electric Co., | 


Nashville, Tenn. 


Michaels’ Definitions 
To the Editor: 

Here’s one for the book: 

It does beat all, says I for one, 
why them experts dont grab onto 
this here forelock and give her a 
jerk. 

A lamp is something you fill up 
with oil, stick a wick into and light 
with a match; or she’s a thing you 
set on the table or the floor and 
screw in some bulbs. A bulb ain’t 
a lamp, never has been and never 
will be. She’s a bulb. 

And what’s a fluorescent ? 

She ain’t a bulb is she? She ain’t 

a lamp, either. She’s a tube, by 

hell, and there ain’t enough experts 

in the whole tory outfit to make me 
call her anything else. 

Sure, I know. It took a lot of cour- 
age but after all some one had to say 
it. If not in this style then in some 
other. 

L. B. MicHAELs 
Pittsburgh, Pa. 


< 


— 
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“ALL RIGHT! ALL RIGHT! SUPPOSE | HAD GOTTEN THE ORDER—THINK OF THE 
COMMISSION YOU'D HAVE HAD TO PAY ME!” 
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New York Promotes Home Laundry By Laurence Wray. 6 
It's news when New York goes in for a washer-ironer campaign but 
it is on now and scheduled to run 60-days. Here's the background 


Denver Hits the lroner 
—and a thirty-day campaign sells more units than the three previous 
June months rolled into one 


The Cost of Retailing Appliances By Ernest C. Hastings. 10 
Not since 1925, has ELECTRICAL MERCHANDISING published data 
on the cost of doing business in the appliance field. Here are the 
recent figures 


The Royal Road to Farm Appliance Sales 
By T. F. Blackburn.... 12 
Here is some of the most valuable data we have ever compiled on 
that elusive and much-discussed market—the farm 


Advertising, Promotion and Inside Selling... \4 
The story of a company that used to do a big outside selling job— 
and switched to an entirely different selling technique 


A collection of useful stunts from various parts of the country 
Three Times Used and It's Sold By Clotilde Grunsky...... 19 


A washer dealer in Arizona finds a formula for ironer selling 


Buffalo Tries Roaster Cooking Schools ...... 21 


An old idea applied to a new appliance 


Pots and Pans are Important, Too.................. 23 
When you sell electric ranges make sure that the cooking utensils 
are not overlooked—they have a lot to do with cooking efficiency 


Keeping Up Interest in a Model Home ........ 8S 
Los Angeles "Matchless Home’ keeps on dragging in the customers 
because a program of continued activity is maintained 


A group of washing machine window displays which won prizes 
Go After Your Old Customers... 


Pogue's, of Cincinnati give a new slant to the wso-the-weer idea 


An ice and coal dealer sells ice, oil and electric refrigerators—to say 
nothing of gas, oil, electric and coal ranges—and makes it pay 


26 


Factory Chimneys are a Tipoff on Credit Standing . 34 
He Sells the Whole Job... 36 


Halle Electric graduates from single appliance to complete kitchens 


Statistical Barometer By Marguerite Cook 

New Merchandise By Anna A. Noone he 
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